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The  range.    The  Quality   The  support 


Quite  simply  the  biggest 
Ifs  the  range  the  market  is 
looking  for  It's  the  style  that 
packs  in  the  appeal,  and  the 
packaging  that  demands  to  be 
seen  -  and  bought! 


With  national  advertising,  PR, 
and  big  sponsorship  promotions, 
Griptight  is  the  brand  whole 
generations  know  -  and  prefer. 
So  make  Griptight  the  brand  you 
stock  and  display. 


Griptight  brings  you  the  selling  power 
of  the  British  Standards  kitemark 

on  most  of  our  soothers  too! 
A  standard  of  quality  which  carries 
over  into  all  our  other  products. 

GRIPTIGHT* 

It's  always  been  the  best  you  can  buy! 

Lewis  Woolf  Griptight  Limited,  144  Oakfield  Road,  Selly  Oak,  Birmingham  B29  7EE  Telephone:  021  414  1122 

Fax:  021  414  1123  Telex:  338666 
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How  Asilone 

succeeds 
where  others 
don't 


Unlike  products  that  simply  block 
reflux  by  rafting  action,  Asilone  attacks 
the  cause  of  indigestion  and 
heartburn:  excess  acid. 
It  neutralises  gastric  acid  and 
combats  wind,  whilst  gently  soothing 
the  stomach  lining. 

The  balanced  formula  of  Asilone 
Liquid  offers  both  fast  action  and  a 
lasting  effect.  In  addition,  Asilone  is 
extremely  low  in  sodium,  which  makes 
it  suitable  for  people  on  low-sodium 
diets. 

This  is  why  so  many  doctors 
prescribe  Asilone.  And  why  it's  the 
leading  pharmacy  antacid 

Your  recommendation 
for  indigestion 
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Comment 


In  the  beginning  was  Boots'  plan  to  promote  a  repeat 
prescription  collection  service  to  the  public.  Then  came  the 
reaction  from  the  independent  sector  and  the  National 
Pharmaceutical  Association's  "Action  Pack".  Now  there  is  the 
spanner  in  the  works...  the  NHS  Regulations. 

The  Pharmaceutical  General  Council  wrote  last  Friday  to 
contractors  in  Scotland  drawing  their  attention  to  the  fact  that 
the  wording  of  any  advertisement  in  respect  of  NHS 
pharmaceutical  services  is  restricted  to  a  set  format  laid  down 
in  the  NHS  (Scotland)  General  Medical  and  Pharmaceutical 
Amendment  Regulations  1981.  In  effect,  this  means  a 
statement  saying  such  a  pharmacy  dispenses  medicines  and  is 
open  between  the  hours  of  x  and  y.  The  Regulations  are  quite 
specific  about  what  constitutes  advertising:  notices  in 
newspapers,  circular  letters,  booklets,  leaflets  and  pamphlets, 
canvassing  in  any  form,  and  announcements  in  the  media  are 
all  included.  Broadly  similar  Regulations  apply  in  Northern 
Ireland,  and  in  England  and  Wales  too. 

The  Royal  Pharmaceutical  Society's  Code  of  Ethics  takes 
a  rather  different  line  on  advertising  and,  unwittingly,  would 
seem  to  have  prompted  large  and  small  companies  to  breach, 
in  theory  at  least,  their  Terms  of  Service.  Practice  may  have 
moved  on  since  the  Regulations  were  framed,  and  under  the 
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current  Government,  advertising  pharmacy  services  to  the 
public  seems  de  rigeur.  But  such  a  large  banana  skin  —  if  it  is 
that  —  under  a  widely  trumpeted  change  to  the  Code  of  Ethics 
could  be  embarrassing  for  the  Society,  especially  if  it  decides 
that  the  proper  presentation  of  pharmacy's  image  requires  an 
approach  to  the  Department  of  Health  to  ask  for  a  change  in 
the  Regulations.  And  at  the  moment  revised  Regulations  are 
being  drawn  up. 

With  the  NHS,  as  in  life  itself,  you  must  read  the  small 
print.  PSNC,  the  NPA,  Boots  and  no  doubt  the  Society  are 
taking  legal  advice,  but  it  seems  that  anyone  —  pharmacist, 
GP,  member  of  the  public  —  who  knew  their  way  around  the 
NHS  statutes  could  have  stopped  previous  initiatives  by 
various  parties  by  a  simple  complaint  to  a  family  health 
services  authority  or  health  board. 

Every  contractor  should  have  the  opportunity  to  provide 
a  professional  service,  with  fair  competition  based  on  quality 
of  service,  not  financial  muscle.  Arguments  over  residential 
homes  business  and  now  collection  services  have  led  some 
independents  to  conclude  that  they  are  powerless  to  combat 
the  actions  of  the  large  multiples.  It  seems,  however,  that  a 
level  playing  field  has  been  there  all  along,  if  anyone  had  been 
prepared  to  look  for  it. 
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Advertising  rules  in 
dispute  as  PGC  issue 
reminder 


A  reminder  to  Scottish  contractors 
about  rules  governing  the 
advertising  of  pharmaceutical 
services,  sent  out  following  publicity 
over  Boots'  plan  to  promote  a 
repeat  prescription  collection 
service,  has  highlighted  a  disparity 
between  the  Royal  Pharmaceutical 
Society's  Code  of  Ethics  and  the 
NHS  Regulations. 

PGC  chairman  Graeme  Millar 
says  the  PGC  was  prompted  to 
remind  pharmacists  of  the  legal 
position  following  an  inquiry  from 
the  Scottish  Home  and  Health 
Department.  In  doing  so  he  was 
simply  putting  the  facts  before 
contractors.  It  was  up  to  them  if  they 
took  action. 

In  the  letter,  signed  by  secretary 
Dr  Colin  Virden,  the  PGC  says  the 
effect  of  the  NHS  (Scotland) 
General  Medical  and 
Pharmaceutical  Services 
Amendment  Regulations  1981  is  to 
restrict  the  wording  of  any 
advertisement  to  that  laid  down  in 
the  Regulations. 

"Irrespective  of  what  the  Royal 
Pharmaceutical  Society's  Code  of 
Ethics  says  about  publicity,  no  other 
form  of  words  is  allowed,"  Dr  Virden 
says. 

In  Scotland,  the  only  way  NHS 
pharmaceutical  services  may  be 
advertised  by  chemist  contractors 
and/or  appliance  suppliers  is  by 
using  the  statutory  notices  supplied 
by  Health  Boards  or  by  using 
wording  identical  to  them.  In  effect, 
this  restricts  a  notice  to  the  name  of 
the  person  or  company,  a  statement 
that  NHS  prescriptions  are 
dispensed  and  when  the  premises 
are  open. 


Advertising,  according  to  the 
Scottish  Regulations,  includes: 
notices  in  newspapers  or  other 
periodicals,  issue  of  circular  letters, 
booklets,  leaflets  or  pamphlets, 
canvassing  in  any  form, 
announcements  on  television, 
radio,  by  loudspeaker,  on  tapes, 
discs  or  any  sound  or  visual 
recording  equipment,  or  display  of 
posters,  placards,  streamers  or 
signs. 


"Irrespective  of 
what  the  Royal 
Pharmaceutical 
Society's  Code  of 
Ethics  says  about 
publicity,  no  other 
form  of  words  is 
allowed" 


According  to  the 
Pharmaceutical  Society  of  Northern 
Ireland  and  the  Pharmaceutical 
Services  Negotiating  Committee, 
similar,  though  not  identical 
Regulations  apply  in  Northern 
Ireland,  and  in  England  and  Wales. 

"The  practical  consequences  of 
these  Regulations  led  the  PGC  to 
the  opinion  that  any  contractor  who 
advertises  his  NHS  pharmaceutical 
services  using  the  NPA  or  similar 
material  could  be  held  to  be  in 
breach  of  his  Terms  of  Service,"  Dr 
Virden  says  in  the  PGC  letter. 

In  a  separate  statement,  Mr 
Millar  says  it  may  seem  strange  that 
the  NHS  Regulations  are  far  stricter 


than  the  Code  of  Ethics.  "At  the 
time  the  Society  proposed  changes 
to  the  Code  to  allow  wider 
advertising,  the  General  Council 
t(  »ld  the  Society  it  would  not  support 
a  change  in  the  Regulations  to  bring 
this  about.  Nevertheless,  the  Society 
widened  the  extent  of  advertising 
allowed  under  the  Code." 

C&D  understands  Boots  have 
since  instructed  managers  in 
Scotland  to  remove  advertising 
material  from  their  stores.  No 
confirmation  was  available  from  the 
company,  which  commented:  "We 
have  received  the  letter  and  we  are 
considering  our  position  on  that  as 
well  as  in  England  and  Wales." 

The  PGC  letter  has  prompted  a 
good  deal  of  legal  opinion-seeking. 
Steve  Axon,  PSNC  secretary,  said: 
"There  is  a  dispute  regarding  the 
interpretation  of  Article  7  of  the 
Terms  of  Service.  PSNC  is  taking 
legal  advice." 

In  Northern  Ireland,  the  PSNI 
Council  cautioned  on  the  use  of  the 
NPA  advertising  material  (see  p226) 
and  the  Pharmaceutical 
Contractors  Committee  issued  a 
similar  warning  to  that  sent  out  in 
Scotland. 

At  the  National  Pharmaceutical 
Association,  John  Darcy  said  they 
were  taking  legal  advice. 

The  Scottish  Home  and  Health 
Department  also  raised  the  matter 
with  the  Royal  Pharmaceutical 
Society  and  an  extra  Ethics 
Committee  meeting  was  scheduled 
for  Monday.  No  statement  was 
being  issued  by  the  Society  until 
consideration  of  the  matter  by  the 
full  Council  on  Wednesday,  after 
C&D  went  to  press. 


For  more  information  on  male  toiletries  see  p246 


'Unsafe' 
herbal  cures 
on  sale 

Pharmacies  and  health  food  stores 
are  selling  herbal  remedies 
containing  "potentially  unsafe" 
substances,  says  an  article  in 
Which?  way  to  Health. 

Researchers  from  the 
Consumers'  Association  magazine 
bought  a  number  of  products 
containing  sassafras,  comfrey, 
mistletoe,  broom  and  senecio 
aureus,  which  the  Medicines 
Control  Agency  says  are 
"potentially  unsafe"  for  use  in 
prepared  herbal  remedies.  A 
loophole  in  the  law  allows  such 
products  to  be  classed  as  foods,  says 
the  magazine. 

The  Government  committee 
which  evaluates  toxicity  of  foods  has 
been  asked  to  review  these  herbs: 
until  the  outcome,  these  herbs 
should  be  avoided,  advises  the 
magazine.  It  also  lists  herbs  that  the 
MCA  says  pregnant  women  should 
also  avoid:  berberis,  black  cohosh, 
blue  cohosh,  bloodroot,  fumaria, 
helonias,  hydrastis,  juniper,  kelp, 
mugwort  and  pennyroyal. 

Which?  way  to  Health  calls  on 
the  Government  to  review 
information  on  the  safety  of 
substances  used  in  herbal  products 
and  draw  up  a  list  of  banned  herbs. 
And  in  the  long  term,  all  herbal 
products  should  be  reviewed  as 
those  with  product  licences  already 
have  been. 

•  The  British  have  been  notably 
successful  in  cutting  down  on 
smoking,  but  deaths  from  heart 
disease  and  strokes  are  way  above 
those  in  Mediterranean  countries, 
says  Which?  way  to  Health. 
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Second  wave 
ready  to  'opt 
out' 

Another  113  hospitals  and  health 
units  have  applied  to  become  self- 
governing  trusts  in  the  second  "opt 
out"  wave. 

The  list  includes:  Northwick 
Park  Hospital  (Harrow  Acute 
Services);  Bedfordshire  Hospital 
(South  Bedfordshire  General 
Hospitals);  St  Mary's  Hospital, 
Paddington;  Luton  and  Dunstable 
Hospital;  Royal  London 
Homoeopathic  Hospital;  and  The 
Royal  United  Hospital,  Bath.  Units 
re-applying  after  failing  to  be 
approved  in  the  first  wave  include 
Harefield  Hospital  and  St  Thomas' 
Hospital,  London. 

The  British  Medical 
Association's  chairman  Dr  Jeremy 
Lee-Potter  has  attacked  the 
announcement  of  the  second  wave. 
Further  applications  should  have 
been  deferred  until  all  the  lessons 
have  been  learned  from  the 
problems  faced  by  hospitals  in  the  j 
first  wave,  he  said. 
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ABPI:  scripts  up 
11  million,  prices 
up  by  2. 5  pc 


More  than  446  million  prescriptions 
were  written  last  year  worth  £2.9 
billion,  according  to  the  Association 
of  the  British  Pharmaceutical 
Industry's  annual  review. 

Price  rises  for  medicines  over 
the  same  period  were  2.5  per  cent, 
said  ABPI  director  Dr  John  Griffin. 
"If  price  increases  in  the  rest  of  the 
National  Health  Service  were  kept 
as  low  as  those  for  medicines  it 
would  go  a  long  way  towards 
relieving  the  financial  pressure  on 
the  NHS,"  he  said. 

Even  though  the  number  of 
prescriptions  issued  rose  by  1 1 
million,  the  cost  of  medicines 
continued  to  represent  1 0  per  cent 
of  total  NHS  expenditure. 

The  ABPI  review  also  shows: 

•  Total  pharmaceutical  sales  of 
£6.7  billion,  including  £2.2  billion 
of  exports; 

•  An  average  prescription  cost  of 
£6.70: 

•  Pharmaceutical  industrial  output 
up  by  5  per  cent; 

•  Spending  on  medicines  R&D 
topping  tl  billion  for  the  tlrsttime. 

A  major  problem  which  could 
affect  the  industry  for  the  forseeable 
future  were  EC  proposals  for  patent 
protection,  said  Dr  Griffin.  He 
expressed  disappointment  at  the 
UK  Government's  failure  to  fully 
support  EC  measures  by  proposing 
a  13  year  protection  period  in  place 
of  the  EC's  16  years. 

On  the  other  hand,  the  ABPI 
was  "delighted"  with  the  response  of 
the  Italians  and  the  French,  where 
patent  protection  is  18  years  and  1 7 
years  respectively,  said  Dr  Griffin. 
"Unless  there  is  some  positive 
change  of  heart  by  the  UK 
Government,  the  pharmaceutical 
industry  could  be  operating  at  a 
crippling  disadvantage,"  he  said. 

Turning  to  the  Government's 
reorganisation  of  the  NHS,  Dr 
Griffin  said  it  was  difficult  to  say 
anything  derogatory  about 
something  which  aimed  to  increase 
efficiency.  "We  would  like  to  make 
it  clear  that  we  are  not  solely 
interested  in  cost  cutting  but  in  cost 
effective  measures,"  he  said. 

The  Association  is  still 
concerned  that  fewer  young  people 
are  pursuing  science  courses  and 
that  the  standards  of  science 
teaching  are  not  keeping  pace  with 
advances  in  technology.  The  ABPI's 
video  "Science  stinks",  a  copy  of 
which  has  been  sent  to  every 
secondary'  school  in  the  country, 
will  be  followed  by  a  series  of  posters 
in  the  Autumn  term. 

The  Association  is  also 
concerned  about  fraud  in  clinical 
trials.  The  ABPI's  Dr  Frank  Wells 
pointed  out  this  was  no  more  rife  in 
the  UK  than  anywhere  else.  He 


hoped  encouraging  companies  who 
detect  or  suspect  such  fraud  to  bring 
it  to  the  ABPI's  attention  would 
itself  prove  a  deterrent. 

The  Centres  for  Medicines 
Research  was  on  a  "fast  growth 
track"  said  Dr  Griffin.  It  is  now 
apparent  that  the  Centre  is  unique 
not  only  in  the  UK  but  also  in  the 
wi  irld,  he  added.  As  such  it  has  been 
looking  for  overseas  funding  from 
individual  companies  and  from 
national  company  groups.  An 
increase  in  funding  over  the  next 
five  years  will  be  approximately 
£300,000  per  annum,  representing 
35-40  per  cent  of  CMR's  costs. 


For  the  first  time  the  award  for  the  top  pharmacy  student  at  the  School  of 
Pharmacy  at  Birmingham's  Aston  University  has  gone  to  two  people. 
Stephen  Bridden  and  Rachel  Poynton  both  won  the  gold  award  for 
outstanding  work.  In  the  picture,  Dr  John  Gerrard,  chairman  of  Cuxson 
Gerrard  presents  the  award  to  Stephen  Bridden 


Boots  situation 
prompts  Filey 
letter 


Boots'  proposals  for  the  collection 
of  repeat  prescriptions  has 
prompted  the  doctors  in  Filey,  at 
the  centre  of  the  computer-signed 
prescriptions  row,  to  write  to  the 
Royal  Pharmaceutical  Society. 

In  the  letter,  Dr  David  Valentine 
points  out  that  the  greatest  problem 
with  computerised  prescriptions 
and  signatures  has  been  the  security 
aspect.  He  asks  the  Society  for  its 
opinion  on  the  following  scenario: 

•  The  doctor  issues  and  signs  the 
prescription  on  his  computer. 

•  The  software  dials  the  chosen 
pharmacist  and  faxes  the 
prescription  to  him  complete  with  a 
coded  number,  direct  from  the 
computer. 

•  The  pharmacist  has  the 
prescription  ready  when  the  patient 
arrives  and  gives  him  the  coded 
number. 

If  the  Prescription  Pricing 
Authority  would  not  accept  faxed 
prescriptions  for  payment,  the 
surgery  could  send  the  master 
scripts  to  the  pharmacy  on  a  weekly 
basis,  suggests  Dr  Valentine. 

As  the  patient  never  sees  the 
prescription,  security  is  far  greater 
than  the  present  system,  and  patient 
waiting  time  is  minimised.  "Under 
these  circumstances  it  is  irrelevant 
whether  the  prescription  is  signed 
by  key-stroke  or  pen,"  says  Dr 
Valentine. 

The  Department  of  Health  has 
ruled  that  the  computer  generated 
signatures  are  a  breach  of  the 
doctors'  Terms  of  Service,  which 
states  that  prescriptions  must  be 
signed  in  ink,  in  the  doctor's  own 
handwriting. 


However  the  doctors,  who  claim 
the  system  is  probably  safer  than 
signing  by  hand,  are  pinning  their 
hopes  on  the  Department  accepting 
that  computer  generated  signatures 
produced  using  a  mouse  will  satisfy 
the  regulations. 

The  GPs  have  the  backing  of 
North  Yorkshire  Family  Health 
Services  Authority  which  has  also 
written  to  the  Royal  Pharmaceutical 
Society  asking  for  clarification  of 
their  objections  to  the  system. 

Alliance  for 
health 

A  nationwide  alliance  for  health  is 
necessary  to  continue  the  fight 
against  preventable  diseases, 
according  to  William  Waldegrave, 
Secretary  of  State  for  Health. 

Mr  Waldegrave  was  speaking  at 
a  regional  conference  in 
Nottingham  on  the  Government's 
plans  for  improving  the  health  of  the 
nation.  "Health  strategy  must  go 
further  than  mechanics  and 
politics,"  he  said.  "We  must  build  a 
carefully  thought  out  approach  to 
improving  health,  using  the 
reformed  NHS  structures  as  a 
base." 

It  was  only  by  working  together 
and  building  alliances  that  the 
strategy  to  make  the  nation 
healthier  will  be  successful.  The 
Government  intended  to  learn  the 
views  of  as  many  people  and 
organisations  as  possible  before 
publishing  a  White  Paper  early  next 
year. 
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Budget  overspend 

A  massive  overspend  in 
prescribing  by  general 
practitioners  is  being  predicted 
this  year  as  family  health  services 
authorities'  estimates  suggest  that 
assessments  by  the  Prescription 
Pricing  Authority  may  be  too 
conservative.  The  national 
overspend  could  be  as  great  as  £60 
million  (Pulse,  August  3/10).  GP 
leaders  are  saying  that  doctors 
have  nothing  to  fear,  because  the 
Government  has  given  a  clear 
commitment  that  all  clinically 
justifiable  prescribing  would  be 
funded,  even  for  budget  holders. 

NAHAT  news 

Proposals  for  co-operation 
between  the  National  Association 
of  Health  Authorities  and  Trusts 
and  the  NHS  Trusts  Federation, 
have  been  welcomed  by  Trusts 
and  those  applying  for  Trust  status 
in  the  second  wave.  The 
proposals,  expected  to  be  ratified 
in  September,  provide  for  the 
Federation  to  represent  the  views 
of  Trusts  on  matters  affecting  the 
Trust  sector  in  particular.  In 
addition.  Trusts  would  also  be 
represented  within  NAHAT, 
taking  part  in  discussions  and 
policy  statements  on  matters 
affecting  the  NHS  as  a  whole. 

Price  service 

The  Opticlear  range  appearing  in 
the  C&D  Price  List  supplement  of 
August  10  for  the  first  time,  is 
showing  incorrect  prices.  The 
correct  prices  will  appear  in  the 
next  issue.  Wipes  International 
apologise  for  any  inconvenience 
caused  to  its  new  customers. 

No  relation 

Coopers  Chemist,  144  High  Road, 
Wiilesden  Green  (C&D  last  week 
p212)  has  no  connection  with 
Erolgain  Ltd,  who  have  12 
branches  in  the  London  area 
trading  under  the  name  Coopers 
Chemists,  whose  head  office  is  at 
23  Fleet  Street,  London  EC4Y 1 AA, 
and  whose  pharmacy 
superintendent  is  Mr  N.S.  Patel. 
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GPs  get  to  grips  with 
Boots'  collection  plans 


Response  from  general 
practitioners  to  the  Boots' 
proposals  has  been  mixed,  with 
concerns  being  echoed  over  the 
scheme's  ethics. 

The  British  Medical  Association 
said  it  is  writing  to  Boots  to  ask  for 
clarification  about  the  service.  Dr 
Jane  Richards,  chairman  of  the 
General  Medical  Services 
Committee's  prescribing  sub- 
committee, deplored  any  scheme 
which  would  limit  patient  choice 
and  undermine  GP  responsibility 

I  for  prescribing  and  determining  the 

I  nature  of  monitoring. 

Dr  Richards  made  it  clear  the 
GMSC  had  not  agreed  to  any  deal 
with  Boots.  "If  individual  doctors 
wish  to  enter  into  their  own 


agreements  that  is  a  matter  for 
them.  In  no  way  should  the  rights  of 
the  patient  to  choose  a  pharmacist 
and  the  responsibility  of  the  doctors 
to  make  decisions  with  the  patient 
about  prescribing  be  undermined," 
said  Dr  Richards. 

She  also  deplored  any  link 
between  the  repeat  prescription 
scheme  and  a  Boots  shopping 
discount  card  for  doctors.  "I 
thoroughly  deplore  the  introduction 
of  this  new  scheme  at  the  same  time 
as  what  appears  to  be  a  bribe.  Any 
link  between  the  two  schemes  would 
be  totally  unethical."  Boots  have 
denied  there  is  any  connection. 

Sheffield  Local  Medical 
Committee  said  it  was  "perturbed" 
to  learn  of  Boots'  plan,  and  added 


PSNI  COUNCIL 


PSNI  cautions  on  NPA 
support  package 


Northern  Ireland  proprietors 
should  not  rush  ahead  with  the 
National  Pharmaceutical 
Association's  support  package  to 
combat  Boots'  repeat  script 
collection  scheme. 

The  advice  from  the 
Pharmaceutical  Society  of  Northern 
Ireland's  Council  follows  an 
appraisal  of  the  rules  relating  to 
advertising  of  pharmaceutical 
services  (p224). 

Council  was  concerned  such  a 
divisive  issue  had  arisen  when  the 
profession  should  be  working 
together  to  solve  its  problems. 

Council  also  considered  draft 
papers  on  generic  substitution 
produced  by  the  Portuguese 
Pharmaceutical  Group  and  the 
NPA.  The  EC  Pharmaceutical 
Group  will  receive  a  UK  view  from 
the  joint  UK  delegation 


Council  agreed  "that  the  names 
of  those  members  and  students  of 
the  Society  who  have  not  paid  the 
retention  fee  for  the  current  year  be 
removed  from  the  appropriate 
Register  from  September  2." 

Drs  Norman  Morrow  and  Terry 
Maguire  will  represent  Northern 
Ireland  at  the  Council  of  Europe 
seminar  on  the  role  and  training  of 
community  pharmacists  in 
Strasbourg  in  October. 

Council  approved  reciprocal 
registration  of  Linda  Anne 
Armstrong  of  Carrickfergus, 
Caroline  Hanna  of  Coleraine,  David 
John  McCrea  of  Belafast  and  Alan 
Christopher  Rodden  of 
Londonderry  and  the  student 
registration  of  Rory  Patrick  Bradley 
of  Londonderry.  T.G.  Hannawin  of 
Ballynahinch  was  approved  as  a  pre- 
registration  tutor 


Can  Lineker,  the  Spurs  and  England  captain,  was  on  hand  recently  at  the 
Flemming  Fullerton  School  in  Belfast  to  receive  a  cheque  from  Belmont 
Foto  Service  dealers  on  behalf  of  the  Northern  Ireland  Committee  for  Sport 
and  Disabled  People.  The  cheque  for  £30,000  is  the  latest  instalment  from 
the  Beilnt  Foto  Service  1990-91  Charity  Challenge.  Pictured  with  Gary 
and  schoolchildren  are  CSDP  chairman  G.lmore  Andrews,  Ulster  Chemists 
Association  president  Verus  Reaney  and  Belmont  s  sales  and  marketing 
manager  Aidan  McKegney 
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that  if  such  facilities  were  offered  to 
all  pharmacists,  GPs  would  face 
"dreadful  complications". 

The  LMC  has  joined  the  LPC  in 
suggesting  agreements  to  collect 
prescriptions  should  be  made 
between  patient  and  their  chosen 
pharmacy,  with  a  patient  telling  the 
pharmacy  a  prescription  is  ready  for 
collection. 

The  LMC  advises  GPs  to  reject 
suggestions  that  they  put  out 
literature  which  could  be  construed 
as  endorsing  a  particular  company, 
or  become  involved  in  a  multitude  of 
individual  arrangements. 

The  topic  also  received  coverage 
in  the  medical  Press  last  weekend. 
In  GP  (August  2)  doctors'  leaders 
were  warning  that  the  collection 
scheme  could  lead  them  to  breach 
ethical  rules.  GMSC  deputy 
chairman  Dr  John  Chisholm  was 
quoted  as  saying  doctors  should  not 
influence  patients'  free  choice  of 
where  they  get  their  prescriptions. 

In  Pulse  (August  3/10)  Dr 
George  Rae,  a  member  of  the 
GMSC's  prescribing  sub-committee 
advised  GPs  to  ensure  patients  have 
actually  authorised  pharmacists  to 
pick  up  their  prescriptions  and 
insist  on  full  identification  from 
pharmacy  staff  to  prevent 
prescription  theft. 
•  Four  independent  pharmacies  in 
Harpenden  have  written  to  local 
practice  managers  about  the  Boots 
proposals.  The  group  is 
recommending  that  practices  and 
pharmacies  jointly  discuss  and 
design  procedures  for  the  scheme 
"for  the  common  benefit  of  the 
patients,  the  practices  and  the 
pharmacies." 

In  doing  this,  the  pharmacists 
hope  to  minimise  risk  and  any 
additional  demands  made  upon 
overall  management  in  the  surgery. 
The  letter  says  it  is  a  "shame"  that 
Boots  have  not  directed  their  local 
managers  to  first  consult  with  the 
pharmaceutical  community  in  their 
own  area. 

No  pharmacist  would  wish  to 
deny  patients  any  particle  of  the 
prospect  for  a  truly  improved 
service  or  better  level  of  care,  the 
letter  continues.  "If  your  practice 
views  a  new  service  for  handling 
prescriptions  for  repeat  medication 
for  your  patients  to  be  'necessary 
and  desirable',  such  a  service  will 
have  our  full  and  wholehearted 
support  and  its  manageability, 
safety  and  ultimate  success  will 
depend  very  heavily  upon  the 
definition  and  implementation  of 
procedures  and  protocols  common 
to  each  of  the  surgeries  and 
pharmacies." 

The  letter  was  signed  by  Mr  R. 
Idris  Hughes  on  behalf  of  Busbys 
Ltd,  R.A.  Hopkins  Ltd.  Manor 
Pharmacy  and  Southdown 
Pharmacy. 


Few  takers 
for  glucose 
test  offer 

Pharmacists  in  PSNC's  blood 
glucose  testing  trial  are  putting  the 
low  number  of  tests  done  in  the  first 
three  weeks  down  to  their  cost  and 
poor  consumer  awareness  of  the 
service.  C&D  contacted  eight  of  the 
30  pharmacists  in  the  trial  and 
found  they  had  performed  just  47 
tests  in  that  period. 

Wally  Dove,  a  proprietor 
pharmacist  in  Newport  on  the  Isle  of 
Wight  had  done  20  tests,  but  he  said 
he  had  generated  quite  a  lot  of  local 
publicity  and  was  getting  take-up 
when  offering  the  test  to  clients 
requesting  blood  cholesterol 
testing. 

Andrew  Fenton,  who  has  done 
only  one  test  in  his  Coventry 
pharmacy,  points  out  that  glucose 
testing  has  not,  so  far,  been  in  the 
public  eye. 

In  Bristol,  David  Hurst,  of  Fitton 
Park  Pharmacy,  where  two  tests 
have  been  done,  says  the  trial  "is  not 
going  to  happen  unless  it  receives 
some  stimulus". 

Lack  of  local  coverage  in  Hull  is 
said  by  Janet  McDonald  of  Selles 
Chemist  to  be  to  blame  for  their 
performance  —  one  test  so  far.  But 
she  adds  that  their  cholesterol 
testing  service  took  around  three 
months  to  get  off  the  ground,  and  is 
now  used  regularly,  as  is  free  blood 
pressure  testing. 

Pharmacists  in  Swansea, 
Lancashire,  Yorkshire  and  London, 
whose  results  —  around  half  a 
dozen  tests  each  —  look 
comparatively  respectable,  say  the 
fee  has  put  some  patients  off. 

Gill  Hawksworth  of  Mirfield, 
near  Huddersfield,  West  Yorkshire, 
said  a  lot  of  people  had  inquired 
about  the  test,  but  particularly  those 
people  with  a  family  history  of 
diabetes.  One  housebound  lady  had 
requested  a  test,  and  Mrs 
Hawksworth  said  she  would  be 
taking  her  equipment  out  to  do  it. 


Euro-generics 

The  British  Generic  Manufacturers 
Association  is  refusing  to  join  a  new 
European  Generics  Association  but 
hopes  to  set  up  an  alternative  before 
the  end  of  the  year. 

The  EGA  has  its  roots  in  the 
European  Generics  Forum  set  up 
last  year  to  contest  the  proposed 
European  supplementary 
protection  certificate  which  aims  to 
restore  patent  protection.  BGMA 
director  Alan  Smith  explained  to 
C&D  that  his  Association  felt  SPCs 
had  a  place  because  "a  viable  R&D 
business  is  the  seedcorn  of 
tomorrow's  generics  industry." 
Another  reason  why  his  members 
refused  to  join  the  EGA  was  because 
it  included  wholesalers, 
manufacturers  of  active  ingredients 
and  parallel  importers  as  well  as 
generics  manufacturers. 
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Additives  in 
children's 
medicines 
criticised 

Manufacturers  of  leading  OTC 
medicines  have  come  under  fire  for 
not  listing  details  of  additives  on 
their  packages. 

An  article  in  the  Mail  on  Sunday 
(August  4)  said  that  although  food 
manufacturers  have  to  list  all 
ingredients,  drug  companies  are  not 
covered  by  the  same  laws.  "Even 
doctors  prescribing  the  medicines 
may  have  no  idea  which  ones 
contain  additives,  despite  EC  moves 
to  force  firms  to  provide  more 
information." 

Six  OTC  medicines  were  listed 
which,  the  article  claimed, 
contained  colouring  agents  — 
Children's  Benylin,  Calpol,  Vicks 
Medi-night,  Panadol  Baby  and 
Infant,  Night  Nurse  and  Junior 
Lemsip.  Boots  were  named  as  one 
of  the  few  manufacturers  to  have 
reformulated  their  children's 
medicines  before  EC  legislation 
comes  into  force. 

The  Proprietary  Association  of 
Great  Britain  have  voluntary 
guidelines  under  which  all  inactive 
ingredients  identified  as  possibly 
causing  allergic  reactions  should  be 
disclosed,  the  Association's  Katy 
Fitzsimon  told  C&D.  The  list 
includes  colouring  agents 
(E100-199).  All  ingredients  so  listed 
should  be  separated  from  the 
declaration  of  active  ingredients, 
preceded  by  the  words  "Also 
contains". 

The  vast  majority  of  companies 
were  following  these  guidelines 
which  have  been  gradually  phased 
in  over  the  past  18  months,  she  said. 

The  EC  proposals,  coming  into 
effect  in  1994,  give  a  limited  list  of 
excipients  to  be  declared  on  the 
outside  of  the  medicine's  pack.  A 
full  list  of  ingredients  would  be 
found  on  leaflets  inside  the  pack, 
explained  Ms  Fitzsimon. 

A  statement  issued  by  Warner 
Lambert  Health  Care,  confirmed 
that  the  original  formula  Benylin  for 
Children  contained  amaranth 
E123,  "an  EC  and  UK  approved 
colouring."  This  had  been  present 
in  the  formulation  since  its  launch 
and  was  incorporated  to  help 
improve  patient  compliance  and 
help  with  product  identification, 
said  the  company. 

"For  parents  who  are  concerned 
about  the  inclusion  of  dyes  in 
medicine,  the  Benylin  range 
includes  a  sugar  and  dye  free  cough 
medicine  especially  formulated  for 
children."  Warner  Lambert  are 
currently  reviewing  their  policy  of 
only  including  active  ingredients  on 
packs. 

Wellcome  said  that  products 
were  constantly  updated  and 
colours  removed.  The  small 
amounts  of  additives  used  in 
medicine  would  have  no  effect  on 
children,  said  a  spokesman. 


Becotide  200 
adds  to  the 
confusion 

Allen  &  Hanburys  have  launched 
another  strength  formulation  for 
their  Becotide  range  so  that  there 
are  now50mcg,  lOOmcg,  200mcg 
and  250mcg  presentations  of 
beclomethasone  dipropionate  for 
inhalation.  When  Becotide  100 
was  launched  there  was,  and  still 
is,  considerable  confusion  over 
what  strength  should  be  used  in  a 
given  situation.  Many  scripts  are 
still  presented  with  no  strength, 
particularly  for  adults  who  have 
been  stabilised  for  a  long  time  on 
what  would  now  appear  to  be  a 
paediatric  strength  but  at  greater 
frequency  of  dosage.  The 
introduction  of  a  200  strength  will 
produce  even  more  confusion. 

When  I  question  patients  on 
their  inhaler  technique  I  often 
wonder  what  percentage  of  the 
drug  actually  arrives  at  the  site  of 
action  since  complaints  of  dry- 
throat  and  taste  are  quite 
frequent.  If  the  regular  loss 
approaches  20  per  cent,  as  I 
suspect  could  be  the  case  in  many 
patients,  then  the  clinical  decision 
to  use  Becloforte  (250mcg)  in 
preference  to  Becotide  200  could 
be  purely  statistical  and 
unnecessary  if  proper  inhaler 
technique  was  taught.  In  fact 
training  given  by  the  pharmacist 
could  possibly  raise  the  inhalation 
efficiency  to  the  point  where  the 
strength  actually  being  used  is 
unnecessarily  high. 

These  inhalers  are  also 
expensive  and  with  the  strong 
pressures  now  being  placed  upon 
general  practitioners  to  control 
costs.  Allen  &  Hanburys  could 
positively  contribute  to  that 
process  and  avoid  confusion  by 
discontinuing  Becloforte  and 
adjusting  the  dosage 
recommendations  of  Becotide  200 
to  accommodate  those  patients 
requiring  high  doses.  The 
"complete"  range  could  then  be 
properly  promoted  with  the 
different  strengths  given  rational 
prescribing  emphasis. 


Life  in  the 
old  dog  yet? 

When  I  hear  of  the  exciting 
exploits  of  others  I  try  and  exhibit 
envy  rather  than  jealousy, 
dreaming  of  the  time  when  I  too 
may  be  able  to  emulate  their  feats. 
Out  and  About  (C<£Dlast  week) 
described  the  journey  of  a  78  year 
old  pharmacist  John  Powell, 
cycling  from  Lands  End  to  John 
O'Groats.  What  a  marvellous  story 
and  why,  then,  was  I  envious?  I  am 
not  78  years  old  but  the  call  of  the 
wild  has  always  been  strong  in  my 
blood.  So  far  the  responsibilities 
of  running  a  business  and  my 
family  have  precluded  any 
ambitions  towards  "walk  about", 
and  I  was  beginning  to  think  that 
time  was  winning  the  unequal 
battle.  John  Powell  has  proved  the 
error  of  that  theory.  Good  on  y'er, 
mate,  a  fantastic  effort,  my  pulse  is 
already  rising!  Maybe  there's  life 
in  the  old  dog  yet! 

Good  news 

from 

Clarins... 

My  comments  on  Clarins'  new 
colour  cosmetics  {C&D  July  13) 
have  raised  a  cry  of  foul  from 
Robin  Vincent,  managing  director 
of  Clarins  (UK)  Ltd,  who 
admonishes  me  for  criticising  the 
cook  before  I  have  experienced 
the  whole  meal.  His  promise  that 
the  average  stock  holding  should 
be  half  that  which  I  calculated  and 
that  no  agent  would  be  expected 


to  carry  excess  stock  is  excellent 
news.  Perhaps  I  was  a  little  hasty 
but  there  is  a  recession,  times  are 
tight  and  the  thought  of  a  £\  ,000 
increase  in  my  stockholding  was  a 
little  frightening.  The  increased 
business  must  justify  that 
investment  but  I  am  reassured  that 
with  Clarins'  help  this  will  be 
achieved. 

The  dangers 
of  familiarity 
and 

medicines 

My  professional  relationship  with 
hard  drug  addicts  used  to  be  of  a 
transient  nature.  I  only  saw  any 
individuals  regularly  when  they 
were  coming  in  for  daily 
methadone  supplies.  With  the 
problems  of  HIV  infection  all  that 
has  changed,  and  I  now  see  a 
whole  cross  section  of  addicts  for 
the  supply  of  sterile  needles  and 
syringes.  Many  of  them  have 
children  and,  despite  the 
antisocial  nature  of  their  problem, 
demonstrate  the  same  love  and 
affection  for  their  family  as  most 
other  parents. 

One  particular  lady  is  married 
with  a  young  son  and  receives 
daily  doses  of  methadone  mixture 
from  my  pharmacy  as  part  of  her 
rehabilitation  programme.  She 
takes  her  daily  dose  in  the  privacy 
of  the  shop  rather  than  frighten 
people  in  the  street  but  at 
weekends  takes  her  Sunday  dose 
home  with  her.  I  thought  little  of 
this  arrangement  until  last  week 
when  I  read  a  report  in  The 
Guardian  of  the  accidental  death 
of  a  five  year  old  child  killed  by  a 
dose  of  his  father's  methadone 
mixture.  The  child  had  mistaken 
it  for  the  Calpol  which  was  stored 
in  the  same  kitchen  cupboard. 

A  tragic  and  unnecessary 
death,  but  possibly  compounded 
by  the  insidious  tolerance 
exhibited  by  successive  doses  of 
opiates,  where  100ml  may  be  a 
normal  daily  dose  for  the  parent 
but  where  a  10ml  dose  is  enough 
to  kill  a  small  child.  Normally 
when  I  dispense  any  Controlled 
Drugs  I  strongly  counsel  the 
patient  over  their  dangerous 
properties  and  emphasise  the 
necessity  to  keep  them  well  out  of 
the  reach  of  children.  With 
addicts  that  advice  had  appeared 
superfluous  but  this  tragic  case, 
and  the  increasing  numbers  of 
families  I  now  see  where  a  parent 
is  addicted,  reminds  me  that  the 
same  precautions  should  equally 
be  applied  but,  because  of 
familiarity,  with  even  greater 
emphasis  to  my  regular  addicts. 


Topical 

REFLECTIONS 
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Scriptspecials 


Ponstan  packs 

Parke-Davis  are  introducing  a  pack  of 
100  Ponstan  250mg  capsules  (£7.57 
trade)  to  replace  the  168  size  following 
requests  from  pharmacists  and  CPs, 
and  for  patient  convenience.  The 
blister  packing  in  the  new  packs  has 
also  been  changed  from  transparent  to 
opaque  to  comply  with  ABP1 
recommendations  regarding  child 
protection.  Orders  for  the  old  packs  will 
be  met  by  the  nearest  equivalent 
number  of  new  packs.  Parke-Davis 
Research  Laboratories.  Tel:  0703 
620500. 

Discontinued  Minims 

Smith  &  Nephew  are  discontinuing 
Castor  Oil  Minims.  They  say  "the 
unique  chemical  and  physical  nature  of 
castor  oil  made  it  impossible  to  satisfy 
increasingly  stringent  regulatory 
requirements".  Smith  &  Nephew 
Pharmaceuticals  Ltd.  Tel:  04023 
49333. 

Recormon  'snap  off 

Boehringer  Mannheim's  recombinant 
human  erythropoietin  Recormon  will 
be  available  with  new  "snap-off' 
ampoules  of  water  for  injection.  The 
improvement  will  be  indicated  on-pack 
and  a  new  pack  insert  gives  instructions 
for  use,  say  Boehringer  Mannheim 
UK  (Pharmaceuticals)  Ltd.  Tel: 
0506  412512. 

Rice  cookies  ACBS 

Amott's  rice  cookes  (200g£1.49  trade) 
have  been  approved  by  the  Advisory 
Committee  on  Borderline  Substances 
and  can  now  be  prescribed  at  NHS 
expense  "as  part  of  the  gluten  free 
dietary  management  of  gluten  sensitive 
enteropathies ".  Ultrapharm  Ltd.  Tel: 
0491 578016. 


Price  reduction 

Fisons  have  reduced  the  price  of 
Totamol  (atenolol)  tablets  as  follows: 
50mg  28  £4.25  (£4.77),  lOOmg  28  £6 
(£6.74).  Fisons  pic  Pharmaceuticals 
Division.  Tel:  0509  61 1001. 

From  Spectrum 

EEC  pharmaceutical  importers 
Spectrum  Marketing  have  been 
granted  licences  for  Zinnat  250mg 
tablets  (PL  3787/0165)  and  Zocor 
20mg  capsules  (PL  3787/0207).  These 
are  available  for  immediate  delivery 
from  Spectrum  Marketing.  Tel: 
081-443  1919. 

Vepesid  in  vials 

Over  the  next  few  weeks,  the  ampoule 
presentation  of  Vepesid  injection 
100mg/5ml  will  be  replaced  by  vials. 
Pack  size  and  price  remain  unchanged. 
Bristol-Myers.  Tel:  0895  63991 1. 

Eudemine  tablets 

Allen  &  Hanbury's  are  discontinuing 
Eudemine  tablets,  although  the 
injection  remains  available.  Also 
available  on  a  named  patient  basis  only 
are  supplies  of  diazoxide  powder  for 
use  in  suspension  in  place  of  Eudemine 
tablets.  Requests  for  supplies  should  be 
sent  to  A&H's  Clinical  Research 
Department:  Allen  &  Hanbury's  Ltd. 
Tel:  081-990  9888. 

Careline  'relaunch" 

The  Careline  range  of  urine  drainage 
bags,  available  for  some  time  through 
distributors  Surgicon,  are  now  being 
launched  officially  under  the  Pharma- 
Plast  banner.  All  Careline  bags  are 
prescribable.  A  list  of  products  and 
prices  can  be  found  in  the  Chemist  & 
Druggist  Price  List.  Pharma-Plast 
Ltd.  Tel:  0527  64222. 


Medical  Matters 


Islet  cells 
for  diabetics 


A  women  who  has  suffered  from 
insulin  dependent  diabetes  mellitus 
for  26  years  has  become  the  first 
person  in  Britain  to  receive  a 
transplant  of  insulin-producing 
cells. 

Transplantation  of  human  islet 
of  Langerhans  cells  to  diabetics  has 
been  successful  in  some  14  people 
in  other  countries,  and  recipients 
have  maintained  normal  blood 
sugar  levels  without  insulin 
injections. 

The  British  woman  received 
some  440,000  islet  cells,  each 
containing  about  5,000  insulin- 
producing  cells,  which  were 
collected  from  the  pancreas  of  two 
donors  and  injected  under  local 
anaesthetic  into  her  liver.  She  is 


being  weaned  off  insulin  injections 
over  a  period  of  ten  days  and  will 
then  be  monitored  to  see  if  her  body 
produces  enough  insulin. 

The  patient  had  previously  had 
a  kidney  transplant,  and  is  taking 
immunosuppressants  to  prevent 
rejection;  these  should  also  prevent 
her  system  from  rejecting  the  islet 
cells.  Researchers  are  now  seeking 
ways  to  achieve  transplantation 
without  the  need  to  suppress  the 
immune  system.  They  hope  that  cell 
transplants  could  be  carried  out  on 
young  diabetics  before  they 
developed  complications. 

The  British  Diabetic  Association 
welcomed  the  work,  saying  it  would 
be  a  "major  breakthrough"  if  it  were 
successful. 


Re-use  of  insulin 
syringes  up 


A  study  has  found  that  diabetic 
patients  are  re-using  disposable 
plastic  insulin  syringes,  and  more 
frequently  than  they  did  three  years 
ago. 

At  the  same  time,  the 
Department  of  Health  insists  that 
they  should  be  used  only  once,  says 
a  paper  in  the  BMJ this  week.  This 
was  despite  the  British  Diabetic 
Association's  advice  and  evidence  of 
studies  which  showed  reuse  of 


syringes  to  be  safe. 

"Diabetic  patients  therefore 
received  conflicing  advice  from  the 
DoH  and  high  street  chemists  (who 
had  an  added  financial  incentive  in 
advocating  the  single  use  of 
syringes)  on  the  one  hand,  and  from 
diabetic  clinic  staff  on  the  other". 

The  patients  heeded  the  advice 
of  clinic  staff,  says  the  paper;  but  it 
calls  on  the  DoH  to  resolve  the 
conflict. 


Allergy  vaccine  on  trial 


A  vaccine  to  prevent  allergies,  such 
as  hay  fever  and  asthma  is  to  be 
tested  in  human  volunteers,  says  a 
report  in  Pulse  this  week. 

Birmingham  University  have 
developed  a  human  version  of  a 
vaccine  which  has  been  shown  to  be 
effective  in  animals.  The  human 
version  could  be  available  within 
three  years. 

It  contains  a  peptide  which 
blocks    the    production  of 


immunoglobulin  E,  the  trigger  for 
the  release  of  histamine  in  an 
allergic  reaction.  It  does  so  by 
provoking  the  release  of  antibodies 
to  the  relevant  section  of  the  IgE 
molecule.  The  vaccine  also  contains 
an  adjuvant,  such  as  that  used  in  the 
tetanus  vaccine,  to  produce  a 
stronger  immune  response. 

The  vaccine  would  be  given  in 
three  stages  —  two  initial  injections 
followed  by  an  annual  booster. 


Anorectal 
continence 

Plugs  may  have  a  place  in  the 
management  of  patients  with 
anorectal  incontinence,  says  a 
paper  in  The  Lancet  (August  3). 

The  frequency  of  anorectal 
incontinence  is  unknown.  It  is  most 
commonly  found  in  the  elderly,  but 
an  increasing  number  of  younger 
patients  have  continence 
difficulties.  It  is  managed  by  surgery, 
dietary  measures  or  with 
antidiarrhoeals. 

Now  a  three  week  pilot  study  in 
Oxford  has  tested  three  prototype 
anal  continence  plugs  —  large  tulip, 
small  tulip  and  wine  glass  shaped  — 
on  ten  patients.  The  ten  kept  a  daily 
diary  of  bowel  function,  including 
plug  comfort,  ease  of  insertion, 
duration  of  wear,  reason  for  and 
ease  of  expulsion,  and  frequency  of 
incontinence. 

The  authors  felt  the  results  were 
encouraging,  especially  for  the  tulip 
style  plugs.  They  could  be  left  in 
place  for  many  hours  during  the  day 
with  a  reasonable  degree  of  comfort 
and  an  acceptably  low  leakage  rate. 
Patients  would  need  counselling  on 
the  anatomy  of  the  anorectum  and 
the  application  of  the  plugs  for 
maximum  benefit. 


Vasodilator 
of  choice 

Angiotensin  converting  enzyme 
(ACE)  inhibitors  appear  to  be  the 
vasodilators  of  choice  in  the 
management  of  mild  or  moderately 
severe  heart  failure,  according  to 
the  results  of  two  new  trials 
published  last  week  in  the  New 
England  Journal  of  Medicine. 

A  study  of  left  ventricular 
dysfunction  compared  enalapril  to 
placebo  in  patients  with  mild  to 
moderate  heart  failure  who  also 
received  their  usual  therapy. 

The  number  of  deaths  from 
pump  failure  was  significantly 
reduced  within  six  months  among 
the  enalapril-treated  patients. 

Another  trial  revealed  enalapril 
to  be  superior  to  the  combination  of 
hydralazine  and  isosorbide  dinitrate 
in  patients  with  mild  to  moderate 
heart  failure  who  were  also  receiving 
digoxin  and  diuretics.  In  this  trial,  a 
decrease  in  the  number  of  deaths 
among  the  enalapril-treated 
patients  was  attributed  to  a  lower 
incidence  of  sudden  death. 

A  further  trial  is  underway  to 
determine  whether  the  addition  of  a 
different  vasodilator,  flosequinan,  to 
an  ACE  inhibitor  may  be  superior  to 
its  use  alone. 
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Progress*,  from  the  makers  of  SMA*  is 
the  clear  brand  leader  in  follow-up  milks, 
with  over  half  the  market  share. 

That's  not  surprising,  because  we  are 
doing  more  than  anyone  to 
provide  information  and  advice 
on  follow-up  milks  to  Healthcare 
Professionals  and  parents. 

As  the  benefits  of  follow-up 
milks  for  the  older  baby  have 
become  more  widely  under- 
stood and  accepted  the  market 
has  been  growing  rapidly. 

Our  research  already  shows 


a  year-on-year  doubling  for  Progress, 
making  it  the  fastest  growing  milk  in  the 
market  place.  And  around  80%  of  our 
sales  are  through  pharmacies. 

We  believe  the  market  could 
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Progress 

A  HEALTHIER  STEP  FORWARD 

IMPORTANT  NOTICE 
Progress  is  a  balanced  blend  of  milk  solids,  vitamins  and 
minerals  for  babies  of  6  months  or  older  Used  in  conjunction 
with  solid  feeding,  it  provides  the  nourishment  essential  to  a 
baby's  healthy  and  sustained  growth  Progress  is  not  intended 
to  replace  breast  feeding  or  infant  formula 


eventually  grow  to  match  the  size 
of  infant  formulas  themselves. 

Clearly  there's  a  lot  of  Progress 
to  be  made.  Equally  clearly  you 
stand  to  gain  the  most  from  our 
comprehensive  support 
programme. 

So  let's  make  Progress 

together. 


'Progress  and  SMA  are  trademarks. 


Wyeth  Nutrition.  Huntercombe  Lane  South,  Taplow,  Maidenhead.  Berks  SL6  OPH 
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Counterparts 


Pretty 
Polly's 
Velvet 
Sheers 

Pretty  Polly  mark  the 
beginning  of  the 
Autumn/Winter  season  with 
the  launch  of  "the  latest  in 
sheer  hosiery"  —  Velvet 
Sheers  —  which  will  be  in- 
store  from  the  beginning  of 
September. 

The  range  of  5,  7  and  12 
dernier  stockings  and  tights 
is  said  to  be  the  first  to 
combine  softness  with 
sheerness;  women's  three 
major  hosiery  needs  are  said 
to  be  sheerness,  a  softer  feel 
and  a  perfect  fit. 

The  softness  is  attributed 
to  an  advancement  in  yarn 
technology  called 
"microyarn  fibres".  These 
have  filaments  three  times 
finer  than  those  used  in 
conventional  yarn,  and  a 
larger  number  of  filaments 
per  individual  yarn 
contributes  to  the  softness. 

Pretty  Polly  fulfill  the 
hosiery  wearer's  third  need 
by  adding  a  touch  of  Lycra, 
for  "that  perfect  fit". 

Velvet  Sheers  come  in 
shades:  black,  barely  black, 
gun  metal,  sensation  and 
sherry.  The  tights  are  size 
36-42"  and  stockings:  shoe 
size  3-8  (5  dernier  £3.05,  7 
£2.80,  and  12  £2.55).  The 
latter  two  are  also  available 
in  tights  size  42-48".  Pretty 
Polly.  Tel:  0623  552500. 


Wise  up 
with 
Sterling 
Health 

Sterling  Health  are  giving 
away  copies  of  "Woman 
Wise",  a  new  booklet  on 
women's  health,  and 
"Cystitis,  your  questions 
answered",  an  updated 
version  of  their  existing 
leaflet. 

"Woman  Wise"  is  a 
16-page  booklet  giving 
information  on  cystitis, 
thrush,  menstruation  and 
PMS.  contraception, 
incontinence,  hysterectomy 
and  breast  care. 

A  list  of  Healthcall  advice 
line  numbers  is  included  in 
each  leaflet.  Sterling 
Health.  Tel:  0483  65599. 


Meal  timers'  launch  five  and 
are  now  1 8  strong 


Farley's  are  launching  five 
new  variants  to  their  Meal 
Timers  range. 

The  new  additions  are 
oats  and  orange  Breakfast 


Timers,  country  vegetables 
with  turkey  and  spring 
vegetables  with  lamb  Lunch 
Timers,  and  macaroni 
cheese  and  creamy  rice 


pudding  Tea  Timers.  The 
lunchtime  varieties  have 
been  formulated  with  the 
emphasis  on  their  vegetable 
content.  The  rice  pudding  is 


gluten-free  and  macaroni 
cheese  is  suitable  for 
vegetarians. 

Two  lines  have  been 
discontinued  —  beef 
casserole  Lunch  Timers  and 
tomato  and  carrot  savoury 
Tea  Timers. 

Barbara  Hodgson, 
product  manager,  explains: 
"Our  objective  is  to  maintain 
a  tight  range,  comprising 
only  high  selling  variants. 
Any  varieties  not  gaining  an 
excellent  rate  of  sale  will  be 
replaced  with  alternatives." 
Research  among  several 
hundred  mothers  revealed 
that  in  every  case  the  new 
Meal  Timers  were  preferred 
to  their  nearest  competitor, 
she  adds. 

Meal  Timers  are  being 
supported  with  an 
advertising  and  promotional 
spend  of  £4.3  million  this 
year.  Crookes  Healthcare. 
Tel:  0602  507431. 


Numark  September 
promotions 


New  branded  products 
available  on  promotion  from 
Numark  wholesalers  in 
September  include  the 
relaunched  Dimension 
2-in-l  shampoo,  Born 
Blonde  in  new  livery,  and 
the  two  variants  of  the  new 
Mentadent  mouthwash. 

A  new  style  of  Numark 
hot  water  bottle,  with  a  two 
year  guarantee,  is  to  be 
rolled  out  as  part  of  the  own 
brand  relaunch  programme. 

Brands  which  are  on 
promotion,  and  which  will 
be  supported  by  television 
advertising,  are  the  Hero 
men's  toiletries  range, 
Natrel,  Togs  nappies  and 
Carefree/Vespre  panty 
shields. 


An  insert  which  acts  as  a 
pre-sell  order  capture 
document  will  be  supplied 
with  the  September 
Profitline  to  help  retailers 
plan  ahead  for  Christmas. 
Products  on  promotion  in 
these  leaflets  include  the 
Celsius  range;  Denim,  Brut, 
Lynx  and  Impulse  from 
Elida  Gibbs;  and  Insignia, 
Old  Spice,  Mandate, 
Rapport  and  Blue  Stratos 
from  Procter  &  Gamble. 

Retailers  will  also  be 
supplied  with  leaflets 
allowing  consumers  to  claim 
£1  of  Numark  vouchers  in 
return  for  proof  of  purchase 
of  certain  Dixcel  products. 
Numark  Management  Ltd. 
Tel:  0827  69269. 


Home  facial  launch 


The  Thalea  home  facial 
system  is  being  launched 
into  the  UK  market. 

The  system  comprises  an 
electrical  mask,  which  is  said 
In  enable  special  creams, 
which  are  supplied 
separately,  to  penetrate 
deeper  into  the  epidermis. 

Included  in  the 
presentation  pack  (£79.95) 


are  ten  face  towels,  one  pot 
of  50ml  Thermolifting 
emulsion  and  one  pot  of 
30ml  Thermolifting  cream. 

The  system  will  be 
advertised  in  the  women's 
Press  and  further  promoted 
with  leaflet  drops.  Sole 
distributors  of  the  products 
are  Medielite  pic.  Tel: 
081-841  4144. 


Cyclax  bathrobe  offer 


Cyclax  are  offering  a 
towelling  bathrobe  for  £9.95 
(plus  p&p)  to  customers  who 
purchase  Cyclax  Moistura 
Fragrance  Free.  The  white 
robe,  embroidered  with  the 
Cyclax  logo,  will  be  available 
until  December.  Customers 


should  send  proof  of 
purchase  and  payment  to 
Department  2549,  IMS, 
Patterson  House.  Gogmore 
Lane,  Chertsey,  Surrey 
KT16  9AP.  Lentheric 
Morny  Ltd.  Tel:  0276 
62181. 


Smithkline  Beecham  Drinks  are  relaunching  their  Lucozade 
Light,  giving  it  a  new  taste  with  added  vitamins,  calcium  and  a 
lower  calorie  count.  Their  new  formulation  now  contains  real 
lemon  and  lime,  more  vitamin  C  and  vitamin  B12.  Calories  are 
halved  to  1 8  per  1 00ml.  On-pack  labels  highlight  the  relaunch. 
Smithkline  Beecham  Drinks.  Tel:  08 1  -560  5 1 5 1 . 
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Nylax 
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Relieves  the  di  scom  fort  of  co  n  st  i  pat  ion  .  m 


CROOKES] 


THE  WELLCOME  FOUNDATION  LIMITED 

PATENTS:  IMPORTS  FROM  SPAIN  AND  PORTUGAL 


SEPTRIN:  TABLETS 
ZOVIRAX:  ALL  FORMS 
ZYLORIC:  300mg  TABLETS 


NOTICE  IS  HEREBY  GIVEN  that  Wellcome  is  intent  that  its 
patent  rights  on  the  above  products  should  be  fully  respected. 

Under  the  treaties  of  Accession  to  the  European  Communities  in  1985,  both  Spain  and 
Portugal  accepted,  in  respectively  Articles  47  and  209,  that  the  doctrine  of  free 
circulation  of  goods  throughout  the  Communities  will  not  apply  in  those  instances 
where  relevant  product  patent  cover  is  in  force  in  a  Member  State  into  which  goods  are 
imported  from  Spain  or  Portugal  and  such  patent  cover  could  not  be  obtained  in  Spain 
or  Portugal.  This  legal  situation  continues  in  both  countries. 


WELLCOME'S  PATENT  RIGHTS  OF  PARTICULAR  RELEVANCE  ARE  AS  FOLLOWS: 

SEPTRIN  tablets  UK  Patent  No.  1  499  672  covers  the  particular  formulation  of 
480  mg  and  960  mg  tablets 

ZOVIRAX  UK  Patent  No.  1  523  865  covers  the  acyclovir  active  ingredient  irrespective  of  how 
it  is  synthesised  or  formulated;  and  UK  Patent  No.  1  567  671  covers  the  particular  process  used 
for  its  synthesis 

ZOVIRAX  cream  European  Patent  (UK)  No.  0  044  533  covers  the  particular  formulation 
ZYLORIC  300  mg  tablets  UK  Patent  No.  1  445  983  covers  the  particular  formulation 


ACCORDINGLY,  ACTION  WILL  BE  TAKEN  IN  THE  COURTS 
against  any  party  found  to  be  trading  in  these  goods  originating  from 
Spain  or  Portugal.  Proceedings  have  been  commenced  against  several 
parties,  including  applications  for  appropriate  injunctions  against  the 
continuation  of  such  activities. 

Septrin,  Zovirax  and  Zyloric  are  registered  Trade  Marks 


The  Wellcome  Foundation  Limited,  Unicorn  House,  160  Euston  Road,  London  WC1  2BP  Wellcome 


Clairol's  Born  Blonde 
!  relaunched 


Bristol-Myers  are 
relaunching  their  Born 
Blonde  range  and 
highlighting  kit. 

The  new  Born  Blonde 
range  will  comprise 
conditioning  lightener  and 
conditioning  colorant. 
Packaging  has  been  made 
more  sophisticated  and 
feminine,  with  new 
photography  and  graphics, 
giving  a  visual  link  between 


the  two  products  on-shelf. 

The  lightener  has  been 
renamed  conditioning 
lightener  to  emphasise  the 
addition  of  camomile,  while 
the  range  of  conditioning 
colorants  has  been 
rationalised  —  it  now 
comprises  eight  shades  —  to 
avoid  any  "consumer 
confusion",  say 
Bristol-Myers. 

New  point  of  sale 


material  is  available, 
including  showcards, 
counter  cards,  mobiles, 
stickers,  shade  cards  and 
literature. 

The  highlighting  kit  has 
been  renamed  Clairol 
Highlights  and  has  a 
redesigned  pack  with  new 
graphics  and  simplified  text. 
New  point  of  sale  material  is 
available.  Bristol-Mvers. 
Tel:  0895  639911. 


Canderel's  "anti-sugar"  stance 


Searle  Consumer  Products 
are  launching  an  anti-sugar 
campaign  to  support  their 
Canderel  sweetener  range. 

The  £300.000  Press 
campaign  promotes  the 
benefits  of  the  artifical 
sweetener  over  sugar,  in  the 
light  of  recent  Government 
recommendations  for  a 
reduction  in  sugar 
consumption.  The  lead 
advert  isement  co  n  c  entrates 
on  the  link  between  sugar 
consumption  and  tooth 


Wipe  the 

smears 

away! 

Wipes  international  have 
introduced  a  range  of  moist 
cleaning  tissues  under  the 
Opticlear  brand  name. 

The  tissues  are  available 
in  three  variants  —  for 
spectacles  and  sunglasses, 
for  camera  equipment,  and 
lor  television  and  computer 
screens.  They  come  in  boxes 
of  ten  sachets  (about  £0.99) 
in  a  merchandiser  holding 
ten  boxes. 

An  Autumn  Press 
campaign  is  planned.  Wipes 
International.  Tel:  0923 
249010. 


decay  and  the  second 
focuses  on  the  link  between 
sugar  and  obesity. 

The  advertisements  will 
appear  in  women's 
magazines  including 
Cosmopolitan,  Woman 's 


Realm.  Woman.  Woman's 
Own  and  the  Mail  on 
Sunday's  You  magazine 
throughout  August  and 
September.  Searle 
Consumer  Products.  Tel: 
0494  521124. 


September  will  see  the  launch  of  Lynx  roll-on  deodorant  (rsp 
£1 .99)  in  four  fragrances  —  Java,  Oriental,  Marine  and  Alaska. 
Brand  manager  Simon  Lowden  says:  "Consumers  tend  to  be 
loyal  to  one  applicator  type,  so  there  is  an  opportunity  to  grow 
Lynx  further  by  appealing  to  men  who  choose  not  to  use  an 
aerosol."  The  launch  will  be  supported  by  a  ten  second 
advertisement  —  the  first  male  roll-on  to  appear  on  television, 
sayElidaGibbs.Tel:071  486  1200.  See  Men's  toiletries,  p252 


Unichem  double 
promotion 


In  a  combined  consumer 
and  trade  promotion 
Unichem  are  offering 
consumers  up  to  20  per  cent 
extra  free  on  selected  own 
brand  products,  together 
with  a  trade  saving  of  15  per 
cent  when  the  pharmacist 
purchases  ten  packs. 

The  250ml  packs  of  the 
babycare  lines  —  oil,  lotion, 
shampoo  and  bathcare  — 
and  nail  polish  remover 
250ml  will  be  offered  with  20 
per  cent  extra  free. 

In  addition  pharmacists 
will  be  able  to  participate  in 
a  window  display 
competition  to  win  a  video 
camcorder  worth  £600, 


Banish 
chills  with 
a  hot  bath 

Pure  Plant  Products  have 
introduced  Aleevex  aromatic 
anti-chill  foam  bath,  said  to 
help  relieve  symptoms  of 
colds,  chills,  muscle  pains 
and  stiffness. 

The  natural  ingredients 
include  menthol,  camphor 
and  eucalyptus.  The 
company  recommends  four 
capfuls  be  poured  into  a  hot 
bath.  The  foam  bath  retails 
at  £2.49  (100ml).  Health  & 
Diet  Food  Co.  Tel:  0483 
426666. 

Seatone 

Users' 

Club 

offers 

devices 

With  long-term  regular 
customers  in  mind,  Booker 
Nutritional  Products  have 
launched  the  Seatone  Users' 
Club  offering  gadgets  for 
arthritis  sufferers  in  return 
for  in-pack  tokens. 

Promotional  packs, 
marked  with  a  red  flash  and 
available  from  September  to 
December,  will  contain 
leaflets  featuring  tokens  — 
48-capsule  packs  one  token, 
1 1 0s  two  tokens  and  330s 
four  tokens  —  which  can  be 
redeemed  for  a  free 
Uandiplug  (two  tokens),  a 
saucepan  lid  lifter  (three),  a 
Dycem  Gripmat  (four),  a 
Contour  multipurpose 
turner  (five)  or  an  Easireach 
Readier  (five),  value 
£2.50-£6.66. 

When  returning  their 
tokens,  consumers  will  be 
issued  with  a  membership 
number  and  card.  Booker 
Nutritional  Products.  Tel: 
0932  336366. 


second  prize  of  an  Olympus 
AF1  Super  camera  and  third 
prize  of  a  Casio  handheld 
television. 

Display  boards  will  be 
supplied  by  the  Unichem 
salesforce  and  pharmacists 
are  asked  to  send  a  photo  of 
their  display  to  head  office 
forjudging.  The  competition 
closes  on  October  18. 
Unichem  pic.  Tel: 
081-391  2323. 


Hotels  on  air 

Seven  Seas  are  advertising 
their  Hofels  range  of  garlic 
pearles  with  a  new  radio 
commercial,  featuring  the 
mime  artist,  Henri.  The  60 
second  commercial  will  run  for 
four  weeks  in  September  and  is 
aimed  at  the  45-plus  age 
group.  Seven  Seas  Health 
Care  Ltd.  Tel:  0482  75234. 

Fruity  Garfield! 

Gerber  Foods  are  launching  a 
250ml  ready-to-drink,  long  life 
carton  of  Garfield  Fruit  Punch 
juice  drink  (3  £0.79)  to 
complement  the  2  litre  size 
introduced  last  November. 
Gerber  Foods  International 
Ltd.  Tel:  081-446  1424. 

Silkience  on  TV 

A  new  Silkience  television 
commercial  is  currently  being 
screened  in  all  regions  at  peak 
viewing  times,  say  Eylure 
Nobel.  The  advertisement,  part 
of  a  £2.2  million  investment, 
draws  an  analogy  between 
chains  and  hair  strength.  New 
packaging,  a  bio-nourishing 
formula  and  the  brand's 
repositioning  take  Silkience  to 
a  higher  priced  category  in  the 
volume  sector,  sav  Eylure 
Nobel  Ltd.  Tel:  0793 
513600. 

Pain  is  taped 

"Coping  with  pain"  is  the  title 
of  a  tape  produced  by  Wendy 
Lloyd  Audio  Productions  and 
the  Pain  Relief  Clinic  at 
Walton  Hospital  Liverpool.  It 
has  details  of  the  techniques 
they  use  to  improve  pain 
sufferers  quality  of  life,  as  well 
as  a  relaxation  programme.  It 
is  available  from  Wendy  Lloyd 
Audio  Productions  Ltd.  Tel: 
051-632  1206. 

Aspellin  is  bigger 

Aspellin  liniment  is  now 
available  in  a  125ml  bottle 
(£1.57),  replacing  the  100ml 
size.  Fisons  Consumer 
Health  Pic.  Tel:  0509 
611001. 

New  Taba  unit 

The  new  Taba  gum 
merchandiser  highlights  the 
message  "Cut  down  on 
smoking"  and  uses  a  circular 
logo  similar  to  the  no-smoking 
sign.  The  new  merchandiser 
holds  24  packs,  of  which  half 
are  mild  tobacco  flavour  and 
half  menthol  flavour  (£26.55 
trade  price).  Pierre  Fabre 
Ltd.  Tel:  0865  742525. 
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Focussing  on  film  and  D&P  shows 
35mm  and  minilabs  in  favour 


The  archetypal  heavy  user  of 
photographic  film  is  male, 
25-44.  ABC]  and  living  in 
the  Si  inth  East  of  England  — 
the  very  people  who  have 
been  hit  hardest  by  the 
current  recession. 

At  the  same  time, 
supermarkets  have  become 
the  main  growth  area  for  film 
sales,  doubling  their  market 
share  from  4  per  cent  in 
1985  to  1 0  per  cent  last  year. 

These  are  just  two  of  the 
conclusions  to  emerge  from 
film  and  film  Processing 
(£185),  a  new  report  from 
market  researchers  Mintel. 

The  good  news  to  emerge 
is  that  sales  of  film  have 
stabilised,  with  Mintel 
estimating  1 991  sales  of  109 
million  units  against  108m  in 
1990.  However,  this  is  still 
well  below  the  1989  peak  of 
118m. 

Figures  for  film 
processing,  which  closely 
follows  film  sales,  tell  a 
similar  story.  Mintel  estimate 
a  volume  of  105m  units  for 
1991  against  103m  last  year 


and  112m  for  1989. 

Camera  product 
development  has  been  the 
main  factor  affecting  the 
consumer  market  for  film 
over  the  last  few  years  with 
the  introduction  of  35mm 
compacts  at  lower  price 
levels  pushing  up  sales  of  this 
film  format:  78  per  cent  of 
film  sold  last  year  was  35mm 
compared  to  just  51  percent 
in  1985. 

The  trend  in 
photoprocessing  is  said  to  be 
towards  minilabs  and  away 
from  postal  services,  despite 
the  relatively  high  cost  of  the 
former.  Postal  services  are 
becoming  perceived  as 
relatively  slow  by  consumers. 

Colour  negative  film 
dominates  the  market  with 
91  per  cent  of  all  sales  last 
year.  Slides  come  a  long  way 
back  in  second  place  with 
just  5  per  cent  of  the  market, 
while  the  remaining  4  per 
cent  is  evenly  divided 
between  monochrome 
negative  and  instant  film. 

Mintel  have  also  taken  a 


close  look  at  factors  which 
encourage  customers  to  use 
cameras  more  often,  and 
survey  responses  show  some 
34  per  cent  would  take 
encouragement  if  film 
processing  were  cheaper. 
Nearly  30  per  cent  would  use 
their  cameras  more  if  they 
went  on  holiday  more  often 
and  2 1  per  cent  expected  to 
get  greater  use  of  their 
cameras  if  they  went  to  more 
special  events. 

The  Mintel  report 
considers  the  supply 
structure,  including 
analysing  photographic  film 
brand  shares  by  volume,  the 
spend  by  manufacturers'  on 
advertising  and  promotion 
and  photoprocessing 
services  by  distribution  type. 
There  is  also  a  demographic 
analysis  of  the  consumer  of 
film  and  photoprocessing 
services  among  the  many 
factors  affecting  the  market 
analysed  by  this  report. 
Mintel  International 
Group.  Tel:  071-606 
6000. 


Almay  Autumn  collection  inspired 
by  the  Wild  Woods 

superb  application  and 
enriched  moisturisation,  say 
Almay.  Classic  blush  (£6.08) 
completes  the  look  in  classic 
coral.  Nicholas 
Laboratories  Ltd, 
Cosmetic  Division.  Tel: 
0753  523971. 


Sabona's  new 
aromatherapy 


Sahona  of  London  are 
moving  into  aromatherapy 
with  a  muscle  fatigue 
massage  oil,  the  first  in  a 
planned  range  of  products. 

The  massage  oil  has  an 
almond  oil  base,  containing 
essential  oils  of  verbena, 
lavender,  rosemary  and 
mint.  The  oil  comes  in 
100ml  bottles  (£6.96)  in  a 
C(  lunter  merchandiser 


holding  nine  bottles. 
And  as  an  introductory  offer, 
Sahona  are  giving  nine 
bottles  for  the  price  of  eight, 
plus  free  copper  bracelets. 
Point  of  sale  leaflets  are 
available. 

( )rders  should  be 
addressed  to  wholesalers 
Maddox  Health  and 
Beautv.  Tel:  081-883 
1009. 


Almay's  Autumn/Winter 
colour  collection  is  called 
the  Wild  Woods,  from 
whence  the  inspiration 
comes. 

Natural  in  shade  yet 
dramatic  in  depth  and  range 
is  the  description  of  Colour 
Pcrtormance  automatic  eye 
pencils  (£3.75),  which  come 
in  ten  colours:  bark, 
bracken,  moss,  spruce, 
blackcurrant,  slate,  jet, 
dusk,  gentian  and  mill  pond. 
The  precision  pencils  give  a 
long  lasting,  matte  colour; 
the  flat  side  can  be  used  to 
outline  the  eyes,  whereas  the 


fine  edge  gives  a  softer, 
more  delicate  finish. 

Also  for  the  eyes  is 
Colour  Performance 
conditioning  mascara 
(£7.10),  in  teak  and  ebony. 
It  is  a  silky,  fibre-free 
mascara  which  includes 
keratin,  panthenol  and 
vitamins  B  and  E.  and  helps 
to  both  condition  and 
strengthen  lashes. 

Echoing  the  russets  and 
browns  of  fallen  leaves, 
Moisture  Rich  lipstick 
(£4.24)  comes  in  copper 
beech,  and  copper  leaf.  It 
combines  the  benefits  of 


On  TV  Next  Week 


GTV  Grampian 
B  Border 

BSB  British  Skv  Broadcasting 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 

C4  Channel  4 

U  Ulster 

G  Granada 

A  Anglia 

TSW  South  West 

TTV  Thames  Television 

TV-am  Breakfast  Television 

STV  Scotland  (central) 

Y  Yorkshire 

HTV  Wales  &  West 

TVS  South 

TT  Tyne  Tees 

Brykreem  Black: 

All  areas 

Colgate,  great  regular  flavour: 

All  areas 

Diocalm  Ultra: 

All  areas 

Endekay  dental  health  gum: 

TV-am 

Farley's  Timers: 

All  areas 

Impulse: 

All  areas 

Just  for  Men: 

All  areas 

Lanacane  cream: 

U,Y,C,LWT,TT  &  C4 

Mentadent  toothpaste: 

All  areas 

Mum  deodorant: 

All  areas 

Nivea  Visage: 

All  areas  except  LWT,TTV 

Olvarit: 

All  areas 

Sensodyne  toothpaste: 

All  areas 

Slim-Fast: 

TV-am 

Sure  Power  Stick: 

All  areas 
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Stock  in  trade:  Managing 

the  mix 


It  is  a  truism  that  no  profit  is 
made  until  goods  are  sold  and 
paid  for.  The  first  question  to 
ask  about  any  new  line  offered 
to  you  is  "Will  it  sell?"  However 
high  the  discounts  may  be,  on 
non-sellers  they  are  useless. 

The  parallel  question  about 
items  already  in  stock  is  "Will 
they  continue  to  sell?" 
Remember  that  history  is  not 
necessarily  a  reliable  guide: 
shrewd  prophecy  and  a  keen 
eye  on  trends  and  portents  are 
needed. 

Other  questions  follow  the 
basic  "will  it  sell"  criterion,  such 
as  does  the  product  fit  in  with 
your  overall  stock  policy  and 
with  your  ethical  and  other 

238 


One  of  the  marketing  problems  which  never 
quite  goes  away  is  getting  the  balance  of 
products  right  to  maximise  benefits  from  scarce 
retailing  space.  In  the  third  in  his  series  on  the 
principles  of  stock  control  Eric  Jensen  B  Com, 
MRPharmS,  lays  down  some  principles  for 
sound  stock  management 


principles?  Is  the  profit  margin 
acceptable,  based  on  estimates 
or  knowledge  of  the  number  of 
times  the  gross  margin  can  be 
earned  per  year?  How  does  the 
expected  profit  relate  to  the 
bulk  of  the  item,  to  the  space 
occupied?  As  an  exercise, 


compare  the  profit  per  cubic 
foot  from  expensive  perfumes 
with  that  from  tissues  and  toilet 
rolls. 

In  general,  all  space  should 
be  costed,  taking  into  reckoning 
not  only  rent  (or  rent 
equivalent)  and  rates,  but 


insurances,  valuation  costs, 
heating,  lighting  and  other 
overheads. 

Another  factor  is  whether  an 
exclusive  deal  is  granted  by  the 
manufacturer  —  or  will  the 
product  be  offered  to  all 
competitors  within  and  outside 
pharmacy?  Look,  too,  to  see  if 
rapid  delivery  is  available,  so 
that  stockholding  can  be 
minimised.  And  do  not  overlook 
the  credit  terms  —  are  they 
reasonable?  There  is  also  the 
question  of  whether  the  line 
will  be  supported  by 
advertising,  and  what  selling 
aids  are  to  be  provided? 

Saleability  is  also  related  to 
continued  on  p240 
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Sanatogen  proudly  announce  their  £1  TV  campaign 


Last  year's  television  licence  stamp  offer  was  the  most 
successful  Sanatogen  promotion  ever.  So  we're  repeating  it  this 
Summer. 

For  every  four  240ml  or  two  500ml  bottles  your  customers 
buy,  they  can  send  for  a  free  £1  TV  licence  stamp  and  only  one 
of  the  purchases  needs  to  be  a  promotion  pack. 

And  when  you  look  at  our  non-drip  bottle  with  its  easy 
open  top  and  free  measuring  cup,  it's  easy  to  see  we've  got  the 
competition  licked. 

Particularly  when  you  consider  Sanatogen  Cod  Liver  Oil's 
lighter  look,  lighter  taste,  high  quality  and  pure  value  for  money. 

If  you  want  satisfied  customers,  more  sales  and  healthy 
profits,  then  check  your  oil  level  now. 


FREE  TV 
LICENCE 
STAMPS 

Setback  tor  details 


COD 
LIVER 
OIL 


Hslpo  maintain  ^upptenesi 
and  flexibility  in  the 
am)  a  healthy,  fi!  hudy 


240ml 


! 

Sanatogen! 

COD 
LIVER' 
OIL 

Also 

available 
in  new 
easy  to 
swallow 
capsules. 


CALL  YOUR  FISONS  CONSUMER  HEALTH  REPRESENTATIVE  OR  PHONE  0509  611001  EX T E N  S  I O N '  4  5  1 00  OR  45110. 


SANATOGEN.  SANATOGEN  ORIGINALS  and  FISONS  are  trademarks  of  Fisons  pic.  ©Fisons  pic 
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Consume  Hearth 


whether  a  product  is  novel  and 
not  merely  a  replacement  for 
something  you  currently  stock. 
Think,  too,  about  whether  the 
new  product  is  superior  and 
better  value  for  the  customer: 
would  it  be  wiser  to  clear  the 
current  stock  before  embracing 
the  substitute,  if  such  it  is? 

Further  questions  might  be 
asked  in  the  light  of  the  unique 
circumstances  of  any  particular 
pharmacy. 

At  the  heart  of  all  sensible 
decisions  about  what  to  stock  is 
market  research.  This  is  sadly 
neglected  by  the  small  and 
powerfully  used  by  the  large 
retailers.  The  two  main  areas 
are  desk  research,  carried  out 
from  the  comfort  of  your  own 
premises,  and  field  research, 
which  entails  braving  the 
highways  and  byroads  of  your 
catchment  area  and  beyond. 

You  have  the  choice 
between  undertaking  the  work 
yourself,  with  the  co-operation 
of  staff  and  others,  or  of 
engaging  professional 
researchers.  For  the  latter  you 
are  likely  to  have  to  pay 
hundreds,  possibly  thousands  of 
pounds.  You  could  almost 
certainly  do  a  very  worthwhile 
investigation  yourself. 

A  helpful  fundamental  piece 
of  field  research  is  to  count  the 
number  of  households  from 
which  you  can  or  could  draw 
custom.  Coupled  with  this, 
invest  in  a  copy  of  the  latest, 
(1989)  Family  Expenditure 
Survey,  from  HMSO.  This 
provides  a  wealth  of  facts  about 
what  families  spend  per  week 


on  a  wide  range  of  products. 
The  data  is  given  both  according 
to  family  income  and  to  the 
region  where  they  live.  Another 
valuable  source  of  facts  is  The 
Retail  Pocket  Book  1991,  ISBN 
1-870562-90-9,  Nielsen,  NTC 
Publications  Ltd.  The  use  of 
these  books  forms  part  of  a  desk 
research. 

Beyond  this,  the  most 
important  source  of  research 
information  is  your  customer. 
They  keep  you  in  business  and 
pay  your  wages.  At  least  one  of 
the  large  multiples  in  pharmacy 
uses  customer  panels:  these  can 
be  most  valuable  when  you  are 
deciding  what  to  stock,  or  what 
you  can  drop  without  serious 
damage  to  goodwill. 

Here,  care  should  be  taken 
not  to  offend  those  customers 
not  consulted.  The  make-up  of 
the  group  should  be  varied  from 
time  to  time  to  cope  with  the 
problem.  Let  all  customers  know 
they  have  the  chance  to  be  a 
panel  member. 

Further  vital  desk  research  is 
to  consult  your  staff.  Involve 
them  in  the  buying  process. 
Most  people  sell  most 
effectively  and  enthusiastically 
what  they  have  themselves 
bought  for  the  business.  Staff 
should  be  trained  to  carry  out, 
tactfully,  market  research  with 
customers  as  to  why  they  prefer 
one  product  to  another,  and  so 
on. 

Well-designed 
questionnaires  to  hand  to 
customers  can  provide  insight 
into  how  your  services  are  rated. 
And  staff  can  be  trained  to 


undertake  field  research  by 
questionning  people  in  the 
street. 

In  all  research,  DIY  or 
external,  care  must  be  taken  not 
to  offend  the  Pharmaceutical 
Society's  Code  of  Ethics.  Take 
appropriate  advice  before  you 
act. 

Further  research  resources 
not  to  be  overlooked  are  the 
pharmaceutical  Press,  suppliers, 
representatives,  doctors  and 
other  professionals.  Some 
pharmacists  might  have  sources 
individual  to  their  business.  No 
information  channel  should  be 
despised. 

Before  you  discontinue  any 
range  or  product,  the  first 
question  to  ask  is  "Why  does  it 
not  sell  profitably?"  Has  the 
problem  been  one  of 
marketing?  Is  there  prejudice  in 
the  sales  staff  against  the  line? 
This  could  happen  where  the 
representative  and  staff  just 
don't  like  one  another! 

Assuming  the  fault  does  not 
lie  with  the  marketing,  after 
consulting  whoever  was  the 
buyer,  it  is  worth  asking 
whether  discontinuation  would 
affect  sales  of  other  products. 
Consider  if  goodwill  would  be 
damaged.  Look  to  see  if  an 
acceptable  substitute  is 
available.  And  weigh  up  if  the 
product  is  a  "service"  item, 
stocked  for  goodwill  rather  than 
direct  profit. 

For  the  purpose  of  wise  stock 
policy,  products  can  be  divided 
into  three  groups: 
•  Those  staple  products  the 
public  would  be  amazed  not  to 


find  available  from  you. 

•  Products  you  would  be 
expected  to  stock,  without 
being  as  basic  as  those  in  the 
first  group. 

•  Items  stocked  by  only  certain 
pharmacies  or  at  certain  times. 

The  group  a  product  falls 
into  will  govern  how  frequently 
stock-checks  are  made. 

Broadly  speaking,  how  much 
stock  to  order  at  any  time  may 
be  decided  on  three  grounds: 

•  What  the  annual  sales  at  cost 
price  are, 

•  What  the  cost  of  ordering  is 
in  time  and  money, 

•  What  the  cost  of  holding  the 
stock  is  as  a  percentage  of  its 
value. 

The  theoretical  economic 
order  quantity  is  the  square  root 
of  twice  the  annual  sales 
multipled  by  the  cost  of  order 
divided  by  the  cost  of  holding 
the  stock.  This  however  is 
theory,  with  the  practical 
warning  not  to  become  carried 
away  unduly  when  sales  boom. 
Remember  the  square  root!  It  is 
not  suggested  you  impose  the 
equation  on  representatives, 
but  the  principle  is  worth 
keeping  in  mind. 

In  the  last  resort,  never 
forget  that  variety  sells.  To  buy 
discount  quantitites  of  some 
products,  if  this  means  you 
cannot  stock  other  items  you 
could  sell,  can  be  bad  policy. 
Why  make  an  extra  5  per  cent  if 
you  are  thereby  sacrificing  25 
per  cent?  In  general,  big 
quantities  of  a  line  do  not  help 
you  sell  more:  a  wide  range  of 
lines  does. 


Oxybutynin  hydrochloric 


The  UK's  only  licensed 
oxybutynin 


Further  information  is  available  from: 
SMITH  &  NEPHEW  PHARMACEUTICALS  LTD. 
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PHARMAX 


EECHAM 


ANTISEPTIC  CREA 


Just  one  year  after  launch  Sudocrem  30g  tube  is  now 
firmly  established  in  the  antiseptic  cream  market,  and 
it's  growing  fast. 

There's  nothing  better  than  Sudocrem  for  scratches, 
cuts  and  grazes.  Unlike  most  antiseptic  creams,  its 
unique  formula  not  only  protects  the  wound  but  also 
helps  promote  the  growth  of  new  skin  cells,  actively 
encouraging  the  healing  process. 

Nothing  should  beat  Sudocrem  for  sales  either, 
because  we're  continuing  to  invest  in  our  successful 
Women's  press  campaign,  and  on-going  trade  support. 

Remember,  Sudocrem  is  only  available  from  you.  So 
watch  that  space  and  keep  it  stocked  up  with  Sudocrem 
30g  tubes  to  make  the  most  of  demand. 


L 


Sudocrem 


ANTISEPTIC  HEALING  CREAM 

Cuts  and  Grazes 


Fast  Aid  for  Little  Emergencies 


BOURNE  ROAD  BEXLEY  KENT 


PHARMAX 


HEALTHCARE 


DA5  1NX  TELEPHONE  0322  550550 


TO  FIND  OUT 
WHICH 

DECONGESTANT 

TO  STOCK 

TAKE  A  LOOK 

AT 

THE  FIGURES. 


These  two  figures  are  the  stars  of  a  six  tne  commercial  is  that  Sinex  gets  to  work 

figure  TV  campaign  for  Vicks  Sinex.  SjflCX  quicker  than  any  decongestant  pill. 

They  feature  in  a  new  thirty  second  nasai^spray  'c  a'so  'asts  longer, 

commercial  that'll  be  on  air  from  October.  Fast  And  once  your  customers  find  that  out, 

long  lasting 

What  your  customers  will  draw  from  it  figures  that  they'll  start  buying  Vicks  Sinex. 


ADVERTISEMENT  FEATURE 


Taking  a  bigger  cut  of 
the  shave  preps  market 
Gillette  shows  you  how 


There's  more  to  shaving  than  choosing  the  right 
razor.  Witness  the  dynamic  growth  of  the 
shaving  preparations  market  which  has  opened 
up  even  more  profit  opportunities  for  the 
retailer.  Here  Gillette,  the  shaving  experts, 
examine  the  lucrative  shaving  preparations 
market  and  explains  how  the  chemist  retailer  can 
take  a  larger  cut. 


Shaving  preparations  brand  shares  (value)  total 
pharmacy  sector  (excluding  Boots)  for  six  months  to 
April  1991 


Men's  attitudes  to  the  whole 
grooming  process  have 
undergone  a  dramatic  change  in 
the  last  decade.  Men  are 
becoming  increasingly  more 
conscious  of  their  appearance 
and  overall  style.  As  more 
emphasis  is  placed  on 
grooming,  the  shaving  market 
has  undergone  a  complete 
revolution  both  in  terms  of  new 
product  innovations  and 
increased  potential  for 
profitability.  Gillette  has  the 
leading  edge  in  the  shaving 
market  and  is  playing  a  key  role 
in  changing  the  face  of  the  '90s 
man. 

According  to  latest  research 
from  Gillette,  20  million  men* 
shave  regularly,  and  13  million* 
of  these  prefer  a  wet  shave  — 
revealing  a  huge  opportunity 
for  the  retailer.  Nicola  Hinson, 
marketing  executive  for 
Gillette,  comments:  "As 
consumers  become  more 
sophisticated  in  their  purchasing 
decisions,  the  shaving  market 
has  evolved  to  meet  this 
demand.  Today's  modern  man  is 
looking  for  high  performance 
products  which  fulfil  his 
individual  shaving  needs." 

Gillette  focus  on 
innovation 

More  recently  the  shaving 
market  has  focused  on 
innovations  in  the  blades  and 
razor  sector,  most  notably  with 
the  launch  of  the  Gillette  Sensor 
razor,  which  has  fuelled  the 
growth  of  this  market 
considerably,  rising  from  £62m  in 
1989  to  E74m  in  1990.  Gillette 
predicts  this  market  will  be  worth 
£96m  by  1 993.  The  company's 
impact  has  also  extended  into 
the  shaving  preparations  market 
where  Gillette  has  been  largely 
responsible  for  its  dynamic 
growth  through  innovation. 


The  market  — 
opportunity 

Achieving  the  best  shave  isn't 
only  about  using  the  right  razor 
—  choosing  the  right  shaving 
preparation  is  equally  important. 
In  the  pharmacy  sector  this 
market  is  currently  worth 
£4. 7m**,  and  Gillette  is  the 
brand  leader  with  a  28.3  per 
cent**  value  share,  so  stocking 
levels  should  reflect  this. 
Showing  a  steady  and  persistent 
growth,  shaving  foams  account 
for  the  largest  proportion  of  the 
shaving  preparation  market  with 
a  45  per  cent  volume  and  sterling 
share**.  However,  Gillette  has 
driven  the  value  and  profitability 
of  the  overall  market  through 
the  premium  priced  Gel  sector. 

more  than  one  of  the 
gels 

In  1 988  the  company  was 
responsible  for  a  major 
innovation  in  the  market  when  it 
launched  Gillette  Gel  in  the  UK. 
The  arrival  of  the  new  Gillette 
Gel  opened  up  a  profitable 
sector  in  the  notoriously 
competitive  shaving 
preparations  market.  Despite  the 
subsequent  arrival  of  "me-too" 
products  Gillette  Gel  still 
dominates  this  sector  and  is  the 
fastest  growing  brand  within  it. 

Given  the  competitive 
environment,  why  and  how  has 
Gillette  Gel  achieved  this 
enviable  position?  Nicola  Hinson 
believes,,  the  product  broke  new 
ground.  "When  we  launched 
Gillette  Gel  there  had  been  little 
real  innovation  in  the  shaving 
preparations  market  for  years.  It 
provided  a  significantly 
improved  shaving  performance, 
which  had  tremendous 
consumer  appeal.  It  was  the  first 
of  its  kind  and  it  took  the  market 
by  storm." 


Simple  3.3 


Cussons  2.2 

Others  11.1 


VALUE  £2,330,000 

GILLETTE  IS  THE  STERLING  BRAND  LEADER 
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Sensitive  trends  —  the 
next  opportunity 

Given  increased  perception 
towards  male  grooming,  Gillette 
predicts  there  will  be  a 
continued  demand  for  shaving 
preparations  that  take  into 
account  the  problem  of  skin 
sensitivity.  Although  some  way 
behind,  the  male  grooming 
market  is  catching  up  with  the 
diversity  of  products  available  to 
the  female  consumer. 

The  company's  own  statistics 
show  an  increased  trend  towards 
sensitive  skin  formulations  which 
Gillette  highlights  as  another 
great  profit  opportunity  for  the 
pharmacist  retailer.  "It  is  now 
acceptable  for  men  to  be 
interested  in  grooming,  and  we 
know  that  men  in  general  are 
becoming  more  conscious  of  skin 
care.  Figures  show  our  sensitive 


formulations  in  both  shaving 
gels  and  foams  sell  particularly 
well  in  the  pharmacy  sector. 
Gillette  Gel  for  Sensitive  Skin,  for 
instance,  accounts  for  60  per 
cent  of  the  company's  gel  sales 
through  chemists  and  the 
company  strongly  urges  the 
pharmcist  to  consider  this  fact 
when  ordering." 

Advertising  boosts  gel 
growth 

Another  significant  factor 
behind  the  success  of  Gillette  Gel 
lies  in  the  strength  of  the 
company's  advertising 
campaign.  At  the  end  of  last  year 
Gillette  made  a  strategic  move  to 
include  Gillette  Gel  alongside  the 
Gillette  Sensor  in  "The  best  a 
man  can  get"  TV  commercial. 
With  a  spend  in  excess  of  £6m  no 
other  shavng  preparation  has 


received  such  a  massive 
advertising  commitment,  and 
the  results  have  been  dramatic. 

The  first  combined 
commercial  burst  went  on  air  in 
November  1990  and  two 
subsequent  bursts  this  year 
demonstrated  an  overwhelming 
consumer  response.  Statistics 
show  that  growth  was 
accelerated  during  the 
advertising  periods.  Gillette  Gel 
increased  consumer  sales  in 
volume  terms  in  the  chemist 
sector  by  1 5  per  cent,  and 
boosted  the  rate  of  sale  per 
outlet  by  over  1 8  per  cent,  which 
leads  Gillette  to  believe  that  the 
next  burst  in  September  will 
increase  the  brand's  momentum 
even  further.  Retailers  should  be 
poised  to  take  advantage  of  this 
significant  increase  in  product 
up-take. 


Best  profit 
combination 

Not  only  do  Gillette  Sensor  and 
Gillette  Gel  provide  the  ultimate 
shaving  combination  but  they 
provide  the  retailer  with  the  best 
profit  combination. 

The  company  is  dedicated  to 
increasing  the  profitability  of  the 
shaving  preparations  market. 
However  some  retailers  may  be 
missing  out  —  unaware  of  the 
extra  profit  capacity  offered  by 
the  premium  priced  Gillette  Gel. 
"We  are  committed  to  drive 
business  through  the  pharmacy 
sector,"  says  Nicola  Hinson, 
"and  we  believe  the  premium 
priced  Gillette  Gel  is  where  the 
pharmacy  can  really  make 
money.  It  is  the  fastest  growing 
brand  and  will  give  the  greatest 
profit." 


The  top  ten  razor  brands  in 
pharmacies  on  a  cash  rate  of  sale 
basis  belong  to  Gillette.  Maximise 
the  sales  potential  of  your  shaving 
preparations  products  by  siting 
them  near  to  your  razor  display 

* 'Changing  Faces'  —  a  survey 
commissioned  by  Gillette. 
"Nielsen 


Shaving  Gel  brand  shares  (value)  total  pharmacy 
sector  (excluding  Boots) 


Gillette  Gel  1 71.3%  S 


Palmolive  Gel 


Wilkinson  Gel  5.2% 


I  Wilkinso 

I  Cussons  Gel 
Total  pharn 


Cussons  Gel  1.5%  1 

otal  pharmacy  sector  (excluding  Boots)  shaving  gel 
brand  shares  (in  value  terms)  for  the  total  shaving 
preparations  market: 


Gillette  10.7% 


Palmolive 


2.7% 
0.8% 


Wilkinson 

I  Cussons  0.3% 


Male  toiletries  is  the  fastest  growing  toiletry 
sector  with  high  growth  predicted  for  the  next  few 
years  as  a  reflection  of  changing  social  trends. 
And  it's  not  just  traditional  products  that  are 
disappearing  from  the  shelves...  C&D looks  at  this 
dynamic  market 


"Men  are  becoming  more  like 
women,"  according  to  Elida  Gibbs' 
recent  research.  In  fact  it  seems  that 
many  men  now  spend  as  much  time 
as  women  grooming. 

Changing  social  roles  have 
created  the  New  Man,  a  creature 
who  is  willing  to  experiment  with 
toiletries  and  is  more  confident 
about  purchasing  them.  It  is  now 
not  only  perfectly  acceptable  for 
men  to  look  good,  but  it  has 
become  a  pleasure,  too. 

The  changing  attitude  and 
lifestyle  of  men  has  also  become 
evident  in  areas  such  as  fashion, 
and  increasing  interest  in  sport  and 
exercise  has  also  fuelled  market 
growth. 

Smithkline  Beecham  have 
identified  the  New  Lad  who,  they 
say,  has  replaced  the  New  Man 
(who  has  now  run  off  with  the 
baby!).  They  define  the  New  Lad  as 
the  brand-conscious,  average 
young  man  on  the  street,  the  man 
everyone  loves  to  hate. 

Changes  in  attitude  have  been 
slower  among  older  men,  as  might 
be  expected,  and  most 
manufacturers  have  targeted  new 
ranges  at  the  young  end  of  the 
market. 

Each  generation  of  men  tends 
to  take  the  trendy  products  of  their 
youth  through  into  middle  and  old 
age,  with  the  market  continually 
evolving,  say  Mintel  —  the 
"Brylcreem  Boys",  now  in  their  60s 
and  70s,  are  a  good  example. 

Nielsen  Consumer  Data  value 
the  male  toiletries  market  at  around 
£3.5  million  (excluding  razors  and 
blades)  which  is  about  the  average 
of  manufacturers'  estimates  which 
range  from  £300m  to  nearly 
£400m .  It  is  one  of  the  most 
bouyant  retail  sectors. 

Male  specific  toiletries  have 
grown  by  40  per  cent  since  1 985 
and  men  now  account  for  37  per 
cent  of  all  toiletry  usage  in  the  UK, 
say  Elida  Gibbs.  But  although  sales 
of  premium  men's  fragrance  soared 
in  the  '80s,  spurred  on  by  affluence, 
the  last  few  years  have  seen  a 
decline  in  this  market,  which  has 
pulled  down  the  men's  market  as  a 
whole,  say  Nielsen  Consumer  Data. 

Affordable  luxury 

But  there  is  good  news.  The 
premium  yet  affordable  end  of  the 
mass  market  looks  set  to  grow  as 
many  sectors  become  seen  as 
neccessities  not  luxuries,  and  the 
men's  mass  market  becomes 
increasingly  sophisticated  and 
segmented.  This  trend  is  clear  in  the 
fastest  growing  sectors,  bodysprays 
and  shower  gels. 

But  all  sectors  appear  to  have  the 
potential  for  further  growth  along 
with  increased  consumer  awareness, 
interest  and  usage 

Self-selection 

Ten  years  ago  women  chose  and 
purchased  two  thirds  of  all  men's 
toiletries  —  now  men  largely  select 
and  buy  their  own  preferred  brands, 
say  Elida  Gibbs.  Wilkinson  Sword  put 
male  purchase  at  around  52  per  cent 
and  growing,  but  there  is  still  a  lot  of 
female  purchase  —  Carter  Wallace 
say  as  much  as  79  per  cent 

Department  stores  are  losing  out 
as  men  increasingly  prefer  the  less 
intimidating  option  of  self-selection. 
"It's  intimidating  to  go  into  the 
bastions  of  female  dominance,"  says 
senior  product  manager  for 
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Brylcreem,  Jonathon  Sully.  He  says 
men  are  more  likely  to  self-purchase 
from  chemists  than  the 
supermarket. 

Men  are  still  conservative  in  their 
approach  to  male  toiletries: 
Brylcreem 's  research  showed  that  45 
per  cent  of  men  strongly  disagree 
with  the  proposition  that  they  like  to 
stand  out.  Many  men  still  hate 
shopping  and  are  less  likely  to 
experiment  than  women. 

Independent  chemists  and 
grocers  both  take  around  the  same 
sterling  share  of  the  men's  toiletry 
market  at  around  1 5  per  cent.  But 
Nielsen  figures  show  that  chemists' 
share  is  decreasing  at  the  expense  of 
grocers  and  drugstores. 

Cussons  say  that  grocery  outlets 
increased  their  sales  by  27  per  cent 
last  year,  while  pharmacies  grew  by 
1 5  per  cent,  in  line  with  the  1 5  per 
cent  growth  in  the  male  market 
overall.  Celsius  International  put 
chemists  share  at  1 5  per  cent 
compared  with  grocers  at  30  per 
cent. 

But  many  manufacturers 
consider  the  chemist  sector, 
including  Boots,  as  the  most 
important  for  the  men's  mass 
market,  with  total  shares  around  50 
percent 

"If  the  '80s  has  been  a  decade  of 
sales  promotions,  then  service  will 
make  the  success  of  the  '90s,"  say 
Givenchy,  who  do  20  per  cent  of 
their  business  with  chemists,  who 
they  say  still  perform  strongly  in  the 
fragrance  sector. 

Selling  tips 

The  brand-conscious  male  who 
may  well  hate  shopping 
provides  opportunities  for 
pharmacies  to  get  the 
competitive  edge  over  other 
outlets  in  this  new  growing 
market.  But  it  is  important  to 
create  a  male-friendly 
atmosphere  to  prompt  buying: 

•  Focus  on  key  brands  and 
support  these 

•  Stock  all  men's  toiletries 
together 

•  Stock  all  variants  of  a  brand 
together 

•  All  shaving  products  are  key 
segments  so  stock  them  all 

•  Display  a  range  of  testers  for 
bodysprays  and  aftershaves 

•  Use  dual  siting  of  ranges  if 
possible 

•  Create  clean,  tidy,  attractive 
and  prominent  displays  — 
sometimes  less  is  more 

•  Use  tact  when  approaching 
male  browsers! 

•  Be  knowledgeable  about 
products,  especially  new 
concepts  such  as  skincare 


The  top  five  brands 


UK  Population  1991-2001 

Age  (years) 

1991  2001 

0-14 

19.2  20.3 

15-29 

22.5  18.4 

30-59 

37.6  41.0 

60  + 

20.7  20.3 

Population  (m.)57.5  59.2 

OPCS 

There  will  be  a  lot  more  middle 
aged  people  coming  through  in 
the  next  decade,  which  may 
create  opportunities  for  specialist 
products  for  older  men,  such  as 
hair  colourants,  baldness 
products  and  talc,  plus  traditional 
lines. 


Bath  and  shower 

Deodorants 

Men's  hairdressing 

Shampoos 

1.  Lynx 

1.  Sure  for  Men 

1.  Brylcreem 

1.  Insignia 

2.  Insignia 

2.  Insignia 

2.  Cossack 

2.  Faberge/Brut 

3.  Avon 

3.  r-aberge/Brut 

3.  Silvikrin 

3.  Old  Spice 

4.  Slazenger 

4.  Old  Spice 

4.  Boots 

4.  Slazenger 

5.  l-aberge/Brut 

5.  Slazenger 

5.  Falcon 

5.  Blue  Stratos 

Bodysprays 

Male  fragrances 

Shaving  products  (ex 

Talcum  powders 

1.  Lynx 

1 .  Kouros 

razors  and  blades) 

1.  Boots 

2.  Insignia 

2. Jazz 

1.  Gillette 

2.  Faberge/Brut 

3.  Denim 

3.  Aram  is 

2.  Palmolive 

3.  Old  Spice 

4.  Faberge/Brut 

4.  Old  Spice 

3.  Boots 

4.  Insignia 

5.  Avon 

5.  Paco  Rabanne 

4.  Cussons 

5.  Denim 

5.  Old  Spice 

Source:  Nielsen  Consumer  Data 

Smelling  sweet 

The  last  year  has  seen  a  spicy  variety  of  ranges  and  relaunches,  as 
manufacturers  evolve  to  keep  in  step  with  the  ever-changing  fashion  and  style 

expectations  of  the  modern  man 


The  fragrance  sector  dominates 
men's  toiletries  with  aftershaves  and 
colognes  accounting  for  over  half 
the  value  of  all  sales,  say  Elida  Gibbs. 

Although  the  premium  end  of 
men's  fragrances  —  a  discretionary 
income  item  —  has  been  hard  hit 
over  the  last  two  years  after  huge 
growth  in  the  '80s,  around  two 
thirds  of  men  believe  they  will  be 
using  more  fragrance  in  the  future, 
say  Elida  Gibbs.  Consumers  also  buy 
from  an  early  age. 

Elida  Gibbs  say  that  three 
quarters  of  usage  occasions  are  still 
mass  market,  and  Mintel  expect 
further  trading  down  to  these  lines 
as  high  interest  rates  affect  the 
economy  and  disposable  income 
bottoms  out. 

Mass  market  men's  toiletries 
offer  a  cheaper  alternative  to 
premium  fragrances,  yet  are 
becoming  increasingly  sophisticated 
and  desirable  to  men  as  the  line 
between  "top  end"  mass  market 
fragrance  and  mid/bottom  range 
fine  fragrance  blurrs. 

Yardley  Gold  is  seen  by  the 
consumer  as  a  "cut  above  the  mass 
market,"  say  Yardley.  They  predict 


this  "volume  prestige"  market  is  set 
to  maintain  growth,  especially  when 
the  recession  ends  and  consumers 
demand  more  prestigious  products 
at  reasonable  price  levels.  This 
market,  they  say,  will  develop  in 
independent  chemists,  whereas 


Insignia  Olympian  will  be  supported  by  3  million  door-to-door  samples,  and 
advertisements  for  Insignia  Original  will  break  on  national  television 
pre-Christmas 
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Extra  value  packs  of  Graphite  shave 
foam,  shower  gel,  body-spray  and 
antiperspirant  will  be  available  this 
month 

mass  male  toiletry  brands  will 
continue  in  the  grocery  sector. 

Body  conscious 

Givenchy,  whose  men's  lines  Xeryus 
and  Gentleman  represent  40  per 
cent  of  their  total  turnover,  say  they 
are  selling  more  and  more  eau  de 
toilette  against  aftershave,  with 
body  ranges  becoming  ever  more 
popular 

It  is  now  rare  to  find  an 
aftershave  brand  without  an  ever- 
increasing  complementary  body 
range.  The  body  conscious  male  is 
looking  not  only  for  a  fragrance  — 
co-ordinated  range  of  toiletries,  but 
also  a  wardrobe  of  fragrances 
within  the  range  This  trend  may 
well  retard  use  of  the  expensive 
premium  fragrance  ranges  and 
encourage  use  of  mass  market 
products 

Cussons  believe  men  are 

continued  on  p248 
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Yardley  Gold  now  has  an  updated 
fragrance  and  the  packaging  has 
been  given  a  bolder,  cleaner  look  to 
appeal  to  the  25-45  year-old 
competitive  male.  Promotional 
support  includes  the  Yardley 
Gold/Daily  Express  sports  award 
competition,  plus  a  window  display 
competition 


continued  from  p247 

becoming  more  knowledgable 
about  fragrance,  with  exotic 
fragrances  like  "oriental  woody"  the 
current  trend.  They  re-launched 
their  men's  toiletries  under  a  new 
name,  Cusson's  Graphite,  in  May. 
To  widen  appeal  and  attract  more 
young  consumers,  they  have  just 
added  Tropic,  described  as  warm, 
exotic  and  spicy,  to  the  range,  to 
contrast  with  "cool,  refreshing" 
Polar 

One  of  the  key  factors  of 
Insignia's  success  was  a  co- 
ordinated fragrance  range  to  offer 
the  assurance  of  no  clashing  smells, 
say  Procter  &  Gamble.  Insignia  has 
recently  been  repackaged,  and  a 
new  range,  Insignia  Olympian,  was 
introduced  last  week,  designed  to 
appeal  to  the  sporty,  active  young 
man. 

Procter  &  Gamble  say  young 
men  are  looking  for  a  choice  of 
fragrances  within  a  range  which 
they  feel  will  lead  to  peer  approval. 


Adidas  are  sponsoring  the  1990/91 
National  Squash  Club 
Championships 

One  fragrance  or 
many? 

Brylcreem  Black,  relaunched  this 
year,  has  chosen  to  exploit  the  "total 
grooming  aspect"  with  one 
fragrance  in  nine  products  rather 
than  fewer  products,  more 
fragrances. 

Smithkline  Beecham  say  that 
with  this  approach  it  was  important 
to  get  the  fragrance  right,  to 
capitalise  on  the  distinctive,  style- 
orientated  brand,  aimed  at  the 
fashionable  young,  aged  16-24. 

In  contrast,  Elida  Gibbs' 
approach  to  Lynx  has  been  to  have  _ 
fewer  products,  many  fragrances  "If 
you  have  a  broad,  proliferated 
range,  consumers  may  feel  it  is  a 
'Jack  of  all  trades'  approach,"  says 
group  product  manager  for  male 
toiletries,  Steve  Miles. 

Elida  Gibbs'  portfolio  of  Hero, 
Brut,  and  Denim  are  brands  which 
have  retained  a  fashion-related 
element  for  younger  people  while 
each  having  a  unique  approach,  says 
the  company 

Mr  Miles  admits  the  mass  market 
has  lacked  innovation  over  recent 
years,  and  Hero  is  said  to  remedy 
this.  The  brand  was  launched  last 
September  as  aftershave  and 
bodyspray  —  shower  gel,  deodorant 
stick,  eau  de  toilette  and  moisturiser 
were  added  this  month. 

Hero  is  aimed  at  a  new  type  of 
man  beyond  the  stereotypes  of  the 
macho  man  of  the  '60s  and  '70s,  say 
Elida  Gibbs.  Described  as  a  modern 
brand  with  broad  appeal,  the 
company  say  it  achieved  sales  of 
over  £1  m  in  the  first  three  months. 

Growth  of  Brut  and  Denim  is 
being  fuelled  by  the  1 7-24  year-old 
age  group,  although  both  have  users 
who  have  formed  an  emotional 


described  as  a  first  time, 
approachable  fragrance,  while  Brut 
has  transcended  fashion,  with  main 
users  aged  35  plus 

Get  sporty 

Sport  orientated  brands  are 
capitalising  on  current  sporting 
trends  as  well  as  their  sporting 
heritage.  Slazenger  Sport  was  re- 
launched in  June  with  new 
packaging  and  contemporary 
formulations  designed  to  have 
unisex  appeal  to  the  active  1 6-30 
year  old 

Continuing  the  sporting  theme, 
Euro  Evolution  say  Activity  Man  is 
designed  to  help  maintain  a  healthy 
body  by  providing  proper  care  for 
the  skin  and  muscles,  either  during 
sport  or  massage. 


Hero  is  supported  this  year  with  a 
£2.5m  advertising  spend  on 
national  television  and  cinema. 


Male  toiletries  —  Value  Sales/Shares 


Total  male  toiletries  — 

Outlet  Shares 

Volume  share  of  trade  (per  cent)  Moving  Annual  MAT  to  April  9 1 

Total  (MAT)  to 
April  90 

Boots 

Other  chemists 
Drugstores 
Grocers 
Other  sources 

31.3 
14.5 
15.0 
26.4 
12.8 

28.9 
13.9 
16.7 
28.2 
12.2 

Value  share  of  trade  (per  cent) 

MAT  to  April  90  MAT  to  April  91 

Boots 

Other  chemists 
Drugstores 
Grocers 
Other  sources 

32.9 
14.4 
7.8 
13.3 
31.6 

32.0 
13.6 
9.0 
14.2 
31.1 

MAT 


MAT  to 
April  89 


share 


MAT  to 
April  90 


% 
share 


MAT  to 
April  91 


% 
share 


change 


"Celsius  represents  the  fun,  relaxed 
side  of  the  man  of  the  '90s"  say 
Celsius  International.  "We 
recognise  that  men  wear  aftershave 
and  toiletries  as  part  of  their 
personal  routine,  not  just  to  appeal 
to  women!"  Celsius  shower  gel  was 
added  to  the  range  this  month. 
Advertising  to  a  spend  of  over  £2m 
on  national  television  and  cinema 
will  support  the  brand,  along  with  a 
PR  campaign  in  trade  and  consumer 
Press.  A  point  of  sale  gift  offer  will 
be  available  next  month 
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Total  male  toiletries  (£,000)  322,943 


356,889 


353,718 


Bath  and  shower 
Body  sprays 
Deodorants 
Male  fragrances 
Men's  hairdressing 
Shaving  products 
Shampoos 
Talcum  powder 


6,078 
10,937 
42,446 
198.678 
17,572 
27,246 

2.424 
17.563 


1.9 
3.4 
13.1 
61.5 
5.4 
8.4 
0.8 
5.4 


9,203 
20.937 
42,717 
217,277 
21,455 
28.926 
2,007 
14,367 


2.6 
5.9 
12.0 
60.9 
6.0 
8.1 
0.6 
4.0 


11,222 
25,784 
40,790 
213,248 
20,941 
29,105 
1,458 
11,171 


3.2 

+  22.0 

7.3 

+  23.0 

11.5 

-5.0 

60.3 

-2.0 

5.9 

-2.0 

8.2 

+  1.0 

0.4 

-27.0 

3.2 

-22.0 

Source:  Nielsen  Consumer  Data 
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1986 


1987 


1988 


1989 


Grey  Hair 

Grey  Hair 

Grey  Hair 

Grey  Hair 

GREY  HAIR 


Don't  miss  out  on  the  dynamic  growth 
of  the  grey  hair  market  -  up  200%  in  5  years! 

The  grey  hair  market  has  consistently  shown  a  healthy  growth  -  up  200%  over  the  past  5  years.  Combe,  with  80%  of  the 
larket,  anticipate  even  stronger  future  growth  and  WILL  BE  SPENDING  £V/i  MILLION  ON  ADVERTISING  GRECIAN  2000 
nd  JUST  FOR  MEN  IN  1991. 


1990 


Grecian  2000 


GRECIAN  2000  gradually  gets  rid  of  the 
rey  -  some  of  it  or  all  of  it  -  without  any- 
ody  noticing.  Available  in  Lotion  or  Cream. 

Also  Grecian  Plus  The  total  treatment 
or  grey,  thinning  hair  -  gets  rid  of  the  grey 
ind  builds  thicker,  fuller  hair. 


Grecian 

Cream 


Grecian  2000 
2000 


JUST  FOR  MEN 


JUST  FOR  MEN  blends  away  grey  in 
5  minutes  -  without  changing  the  natural 
colour.  The  5  minute  shampoo-in  hair 
colour  with  a  unique  blending-in  action 
to  give  the  most  natural-looking  results. 


Combe 


international  ltd 


The  grey  hair  market  is 
showing  dynamic  growth. 
And  products  from  Combe 
are  the  market  -  with 
over  80%  share. 


17  Lansdowne  Road,  Croydon,  Surrey  CR9  2AU.  Tel:  081-680-2711.  Telex:  946444.  Fax:  081-680-9133 


A  sensitive 
subject 

It  is  unlikely  that  men  will  be  dipping  into  women's 
lotions  and  potions  for  much  longer  as  male- 
specific  brands  explode  onto  the  market 


Despite  the  fact  that  1 0  per  cent  of 
skmcare  purchases  are  made  by  men 
and  1 6  per  cent  of  skincare  usage  is 
accounted  for  by  men,  only  1  per 
cent  of  skincare  products  are  aimed 
at  men,  say  Smithklme  Beecham. 
Male  purchase  of  women's  skincare 
products  has  grown  by  a  massive  37 
per  cent  year  on  year,  say  Roc,  with 
the  majority  of  male  purchasers 
aged  18-35. 

"Borrowing"  female  products 
certainly  seems  popular.  Around  half 
of  1 6-34  year  old  men  use  skincare 
products,  with  41  per  cent  using 
moisturising  creams  and  20  per  cent 
using  cleansing  creams,  according  to 
research  carried  out  for  SB. 

The  lack  of  male-specific 
products  in  the  mass  market  sector 
has  prompted  innovative  "skincare 
ranges",  targeted  at  the  premium 
end  of  the  mass  market,  using 
shaving  as  the  link  between  men 
and  skincare. 

As  soon  as  shaving  is  mentioned, 
interest  in  skincare  soars,  and 
sensitive  skin  variants  of  brands 


frequently  outsell  the  standard 
variety,  a  trend  that  looks  set  to 
continue  since  around  50  per  cent 
of  men  claim  to  have  sensitive  skin. 

The  shaving  link 

Reasons  for  the  shaving-skmcare  link 
are  twofold:  men  feel  confident  with 
shaving  products,  and  most  skin 
sensitivity  is  linked  to  shaving. 
Inflammation,  redness,  dryness,  and 
a  tight  feeling  after  shaving  are  the 
main  reasons  men  seek  a 
moisturiser. 

Research  by  Procter  &  Gamble 
has  shown  that  for  84  per  cent  of 
men  aged  1 8-34  shaving  is  a  major 
cause  of  skin  irritation,  leading  to  an 
increase  in  perceived  skin  sensitivity. 

Some  55  per  cent  of  respondents 
in  SB's  Brylcreem  survey  said  they 
like  to  soothe  their  skin  after 
shaving,  with  54  per  cent  interested 
in  shaving  products  that  cleansed 
and  moisturised. 

But  many  men  still  regard 
skincare  as  too  effeminate,  say 


Old  Spice  Sensitive  was  launched  this  month,  based  on  the  Old  Spice 
heritage  of  classic  masculinity  and  high  consumer  credibility,  say  Procter  & 
Camble.  Advertising  will  include  a  television  commercial  and  a  Press 
sampling  campaign 


Men  need  educating  about  skincare,  say  Wilkinson  Sword,  who  believe  Press 
advertising  is  the  best  way  to  achieve  this.  They  are  currently  running  a 
£300,000  Press  campaign  for  Skin  Solutions 


Wilkinson  Sword,  who  believe 
that  consumers  will  gain  confidence 
in  products  originating  from  a 
credible  shaving  authority  such  as 
themselves. 

They  launched  Skin  Solutions  in 
May,  a  range  comprising  a  shaving 
foam,  gel,  aftershave  mousse  and 
lotion  for  normal  skin;  and  shaving 
gel  and  aftershave  soother  for 
sensitive  skin.  Products  contain  the 
moisturising  agent  sodium 
hyaluronate  and  camomile  for  its 
anti-inflammatory  properties. 

"We  intend  to  widen  the  appeal 
of  male  skincare  and  to  position  it  at 
the  heart  of  the  daily  shaving 
regimen,  not  just  left  as  an  optional 
extra  for  the  few,"  say  Wilkinson 
Sword. 

Smithklme  Beecham  are 
confident  that  increased  awareness 
and  knowledge  of  male  skincare  will 
grow  the  market,  whereas  five  years 
ago  mens'  attitude  was  not  ready  for 
such  a  change. 

Brylcreem  Sensus,  launched 
nationally  in  April,  is  targeted  at  the 
young  stylish  male  in  the  24-35  age 
group,  and  aims  to  "plug  the  gap 
between  male  toiletries  and 
shaving".  All  variants  are  for 


sensitive  skin. 

The  range  incorporates  a  shave 
foam  and  gel,  plus  aftershave 
mousse,  aftershave  gel,  and 
moisturising  cream.  They  contain 
anthemile  to  soothe  and  protect, 
allantoin  to  heal  and  glycerine  to 
moisturise. 

Everyday  appeal 

Brands  such  as  Skin  Solutions  and 
Sensus  are  keen  to  avoid  any 
association  with  problem  skin  and 
"treatments",  and  are  aiming  for 
more  widespread  appeal.  They  have 
therefore  avoided  a  harsh,  clinical 
message  but  aimed  for  a 
straightforward,  effective  solution 
to  skincare.  And  this  "look  after 
your  skin"  message  lends  itself  well 
to  pharmacies. 

Almay  admit  they  made  the 
mistake  of  originally  targeting 
Almay  Skincare  for  Men  through 
consultants.  "Research  proved  that 
men  found  buying  products  in 
department  stores  at  beauty 
counters  intimidating,  and  perceived 
the  products  as  being  feminine, 
exclusive  and  non-essential"  says 
brand  manager  Graham  Quinn. 


Dressing  up! 


Brylcreem  Sensus  is  being  supported  with  a  national  Press  campaign 
targeting  24-35  year  olds,  with  sampling  and  advertorials  too 
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The  trend  for  styled,  structured 
locks  has  demanded  effective, 
fashion-led  products  for 
cleansing,  styling  and  holding 
hair.  This,  along  with  increased 
male  grooming,  has  expanded 
the  haircare  market  but  haircare 
lines  are  still  mostly  unisex. 

Rapid  growth  of  gels  and 
mousses  during  the  late  '80s 
encouraged  men  to  experiment. 
The  growing  preference  for 
frequent  shampooing  has  also 
resulted  in  greater  usage  of  hair 
styling  products,  say  Smithkline 
Beecham. 

Some  32  per  cent  of  men  now 
use  hairdressing  products,  with 
54  per  cent  of  all  users  aged  45 
plus,  and  21  percent  aged 
16-24,  say  Carter-Wallace,  who 
recently  acquired  Cossack. 

They  say  some  1 7  per  cent  of 
men  use  styling  gels.  Usage  is 
biased  towards  young  men  with 
over  50  per  cent  of  all  users  aged 
1 5-24.  The  creams  sector  is 
dominated  by  Brylcreem 
Original. 


The  male-specific  permanent 
haircolour  Just  for  Men  is 
supported  with  national  television 
advertising  throughout  the  year 
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In  response  Almay  repositioned 
the  range  last  year,  repricing  the 
four  products  at  under  £4  and 
distributing  them  into  other  outlets. 
Mr  Quinn  says:  "The  trend  for 
Almay  is  most  definitely  upwards, 
with  the  brand  doubling  sales  on 
last  year.  The  level  of  interest  we've 
experienced  on  the  brand  will 
certainly  lead  to  planning  further 
product  development  for  the 
future."  Their  most  popular  variant 
is  aftershave  soother. 

Through  the 
looking  glass 

But  how  far  will  men's  skincare  go? 
At  the  moment  companies  are  being 
conservative  and  trying  not  to 
overstretch  the  male  consumer  It  is 
important  to  keep  the  concept 


simple  and  gain  men's  confidence, 
say  Smithklme  Beecham 

Wilkinson  Sword  agree,  saying 
that  more  advanced  products  such 
as  antiwrinkle  creams  and 
exfoliating  scrubs  are  perhaps 
something  for  the  future,  but  firstly 
it  is  important  to  offer  shaving- 
related  products  as  an  introduction 
for  men  to  skincare 

But  the  Roc  pour  Homme  range, 
launched  November  '89,  is  a  range 
of  innovative  products  for  shaving 
and  skincare,  including  a  wrinkle 
treatment  with  liposomes  "to 
combat  signs  of  fatigue  and  help 
prevent  premature  skin  ageing" 

And  Givenchy  marketing 
manager  Pierre  Yves-Brezillon  says: 
"I  would  not  be  surprised  if  the 
market  for  make  up  (tinted  creams 
for  example)  for  men  grew  strongly 
within  the  next  few  years." 


Almav  Skincare  for  men 


Spray  it  all 
over! 


Bodysprays  are  the 
fastest  growing  sector  of 
male  toiletries,  having 
taken  the  men's  market 
by  storm  since  their 
introduction  just  six 
years  ago 

Bird's  Eye  peas,  Heinz  tomato 
ketchup,  Kellog's  Rice  Knspies  — 
Lynx  is  bigger  than  all  these  brands, 
says  senior  brand  manager  Alan 
Jelly.  Lynx  is  the  mam  player  in  the 
bodyspray  sector,  and  is  also  the 
leading  male  toiletries  brand,  worth 
£40  2m,  with  a  1 2  3  per  cent  share 
of  the  deodorant  market,  11.2  per 
cent  of  the  shower  gels  and  3  per 
cent  of  the  aftershaves  September 
will  also  see  the  launch  of  a  roll-on 
deodorant  (see  p252). 

Elida  Gibbs  is  supporting  Lynx  with 
an  advertising  spend  of  £3. 2m  this 
year,  plus  a  major  sampling 
campaign  and  on-pack  promotions 


Lynx's  success  started  with  the 
introduction  of  the  deodorant 
bodyspray  in  1 985  —  one  of  the  first 
products  aimed  at  young  men,  say 
Elida  Gibbs  Rather  than  a  spin-off 
from  an  aftershave,  it  was  an 
affordable,  innovative  product  with 
both  function  and  fragrance.  Lynx  is 


Image! 


Image  is  all-important  when  it 
comes  to  men's  toiletries. 
Products,  packaging  and  adver- 
tising must  be  distinctive,  with  a 
bold  reassurance  of  masculinity 
to  add  confidence.  It  is  import- 
ant to  avoid  the  image  of  the 
oversensitive  wimp  at  the 
kitchen  sink! 

Products  should  also  offer 
convenience  and  simplicity  —  no 
fancy  trimmings  or  complicated 
messages,  and  men  are 
discerning  when  it  comes  to 
quality  and  efficacy. 

purchased  primarily  by  men  with 
consumers  as  young  as  1 1  years  old. 

Innovative,  stylish  packaging  and 
a  range  of  fresh,  modern  fragrances 
are  said  to  be  the  secret  of  Lynx's 
success.  So  how  would  Steve  Miles, 
group  product  manager  for  male 
toiletries,  describe  Lynx's  image? 
"It's  about  style,  but  has  a  sense  of 
mystery  —  contained  power  — 
which  is  a  very  attractive  proposition 
to  men,  without  overt  aggression." 


Over  two-thirds  of  men 
prefer  male-specific  toiletries. 
Own  brands  and  unisex 
products  often  lack  the 
necessary  image. 

Sophisticated  packaging 
looks  set  to  become  increasingly 
important  as  men  trade  up  to 
the  top  end  of  the  mass  market 
—  such  added  value  products 
need  the  suggestion  of  a  little 
luxury.  Whatever  image  a  man  is 
looking  for,  there  is  no  doubt 
that  a  toiletry  range  can  match 
it.... 

Fragrance  led 

Both  fragrance  and  function  are 
important  in  a  bodyspray,  say  Elida 
Gibbs,  with  the  degree  of  balance 
varying  between  users.  Men  use  the 
product  in  addition  to,  or  instead  of, 
antiperspirant  deodorants,  they  say. 

"Fragrance  values  are  critical  to 
the  brand  but  as  a  concept  alone  it 
would  have  been  slower  to  take 

continued  on  p252 
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continued  from  p251 

off,"  says  Mr  Miles.  Lynx  is  available 
in  six  fragrances,  the  latest  —  Alaska 
—  launched  this  May,  is  catching  up 
with  the  two  most  popular 
fragrances,  Java  and  Oriental,  he 
says.  Men  are  prepared  to 
experiment  with  fragrances  while 
still  feeling  comfortable  with  the 
brand,  while  new  fragrances  also 
attract  new  users. 

Cussons  say  that  although  body 
sprays  are  bought  mainly  as  a 
substitute  for  antiperspirant 
deodorants,  they  have  attracted 
new,  younger  users  into  the  market, 
which  explains  why  they  have  grown 
the  total  market  rather  than  just 
taken  sales  from  antiperspirant 
deodorants. 

Brylcreem,  who  have  a 
bodyspray  in  the  Brylcreem  Black 
range,  see  the  need  to  educate 
consumers  who  are  "admittedly 
quite  confused"  about  the  role  of 
bodysprays.  According  to  their 
research,  a  third  of  all  antiperspirant 
users  are  using  bodyspray  under  the 
arms  —  which  is  "neither  use  nor 
ornament,"  says  senior  product 
manager  for  Brylcreem,  Jonathan 
Sully  —  while  a  quarter  of  all 
bodyspray  users  are  using 
antiperspirant  all  over. 


A  close  shave 

The  average  man  spends  an  average  of  six  months  shaving  during  his  lifetime! 
Some  20  million  men  shave  regularly,  and  13  million  of  these  prefer  a  wet 

shave,  according  to  Gillette 


Wet  shaving  is  definitely  more 
popular  than  dry  and  most  men 
agree  that  it  gives  a  closer  shave. 
Men  can  now  expect  a  close  shave 
with  comfort  and  safety,  thanks  to 
improved  technology  for  razors  and 
shaving  products,  recent  examples 
being  Gillette's  Sensor  and 
Wilkinson  Sword's  Profile 

The  shaving  preparations  market 
(excluding  blades  and  razors)  was 
worth  £25  million  in  1990,  having 
grown  1 5  per  cent  over  the  last  two 
years,  say  Colgate-Palmolive. 

"Our  research  into  men's 
grooming  indicates  that  the  clean 
shaven  look  is  in  for  the  '90s  — 
designer  stubble  is  most  definitely 
out,"  says  Gillette's  marketing 
manager  for  Northern  Europe,  Chris 
Adcock. 

Although  shave  foams  form  the 
largest  sector,  the  most  exciting 
development  in  the  shaving 
preparations  market  has  been  the 


Get  fresh! 

Gone  are  the  days  when  men  preferred  a  bit  of 
masculine  body  odour  to  the  opportunity  of  using 
an  antiperspirant  deodorant!  But  when  it  comes  to 
choice,  men  certainly  prefer  a  masculine  brand 
rather  than  a  unisex  product 

Male  sales  of  deodorants  account 
for  nearly  30  per  cent  of  the  market, 
and  are  worth  £45  million,  say 
Nicholas.  The  category  has  grown  by 
46  per  cent  over  the  past  5  years, 
they  say. 

Men  spend  over  £40  million  on 
deodorants,  according  to  Nielsen 
Consumer  Data.  Elida  Gibbs  say  they 
launched  the  first  male  specific 
antiperspirant  deodorant,  Sure  for 
Men,  in  1 981 ,  and  the  new  Sure 
Powerstick  for  men  has  recently 
added  innovation  to  the  market.  It  is 
said  to  be  the  first  antiperspirant 
deodorant  to  respond  to  the  body's 
heat  to  produce  extra  protection 
when  needed.  Micro-encapsulated 
deodorant  is  released  as  the  body 
warms  up  and  the  capsule  dissolves. 

Amplex  say  34  per  cent  of  men 
use  roil-ons,  and  they  introduced  a 
male  specific  variant,  Blue  Ice,  when 
the  range  was  relaunched  in  July. 

Natrel  Plus  Zerion  for  men,  with 
sandlewood  fragrance,  was 
introduced  last  year. 

Rock  and  roll! 

September  sees  the  launch  of  Lynx 
roll-on  deodorant  with  television 
advertising  along  the  theme  "Before 
you  rock,  roll  —  with  Lynx  roll-on" 

"We're  going  all  the  way  to 
number  one  and  reckon  we  will  be 
top  of  the  charts  in  eight  months" 
says  Lynx's  senior  brand  manager 
Alan  Jelly 

The  roll-on  format  was  chosen  to 
reach  loyal  roll-on  users  (the  market 
grew  22  percent  last  year,  quicker 
than  any  other  sector,  say  Elida 
Gibbs)  and  appeal  to  those  men  who 
do  not  use  aerosols.  The  mainstream 
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roll-on  market  is  currently  made  up 
of  low-priced,  functional  brands, 
they  say.  Roll-ons  are  the  second 
most  popular  form  of  application. 

Elida  Gibbs  say  there  is  not  any 
one  male  player  in  the  deodorant 
market,  and  the  premium-priced 
roll-on  (rsp  £1 .99)  is  expected  to 
inject  value  into  the  sector. 

Shower  gels 

Shower  gels  are  one  of  the  fastest 
growing  sectors  of  men's  toiletries, 
with  their  convenience  attribute 
fuelling  growth.  (Bathroom 
toiletries,  C&D,  April  6,  p558). 

Nicholas  say  male  shower  gels 
are  worth  around  £6m  and  growing 
at  around  32  per  cent.  Men  are  the 
main  users,  but  they  use  around 
double  what  they  buy,  with  women 
buying  the  rest  This  offers  an 
opportunity  for  manufacturers  and 
retailers  alike  as  self-selection  by 
men  increases. 


introduction  of  gels.  They  have 
rapidly  become  the  fastest  growing 
sector,  with  Colgate-Palmolive 
putting  growth  as  high  as  68  per 
cent  over  the  past  year.  They  predict 
growth  will  remain  in  two  figures  for 
the  next  few  years,  with  gels 
pushing  the  value  of  the  market 
ahead  while  the  rest  may  stabilise. 

But  it  seems  that  pharmacists 
have  been  slow  to  catch  on  to  this 
trend  —  Colgate-Palmolive  say  that 
distribution  of  gels  into  pharmacies 
has  been  poor,  despite  the  fact  that 
they  are  profitable  to  stock,  and 
have  the  highest  use-up  rate. 

So  why  have  gels  become  so 
popular7  They  fit  in  with  the  sensitive 
skin  issue,  being  a  "softer"  product, 
perceived  as  more  moisturising,  and 
giving  a  closer,  smoother  shave  than 
foams  due  to  their  higher  soap 
content.  They  also  offer  quality  and 
convenience,  both  attributes  being 
popular  with  men.  Two  types  of  gel 
have  emerged  —  spontaneous 
foaming  and  non-foaming  —  to 
extend  choice. 

Gels  appeal  strongly  to  young 
users,  though  the  broader  24-35  age 
group  ratherthan  the  16-18's,  say 
Smithkline  Beecham. 

Shaving  gels  hold  a  27.3  percent 
value  share  of  the  total  aerosol 
shaving  preparations  market,  say 
Gillette,  with  Gillette  Gel  dominating 
the  sector  with  a  65.9  per  cent  unit 
share. 

Who  uses  what? 

Gillette  say  that  preferences  in 
shaving  products  are  markedly  age 
specific.  They  say  that  currently 
around  66  per  cent  of  men  in  the 
1 5-24  age  group  prefer  aerosol  gel 
and  foam  formulations,  with  sticks 
and  creams  preferred  by  the  55  plus 
age  group.  "Since  men  will  continue 
to  use  the  shaving  preparations  they 
are  most  familiar  with,  we  can 
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The  next  burst  of  combined  national 
television  advertising  for  Gillette  and 
Sensor  is  next  month,  part  of  a 
£6. 9m  spend 

expect  that  as  each  generation  ages, 
the  aerosol  market  will  show  a 
healthy  and  persistent  growth,  while 
the  usage  of  sticks  and  creams  will 
decline,"  say  Gillette. 

But  Colgate-Palmolive  say  all 
sectors  of  shaving  toiletries  are 
growing,  even  creams  and  sticks,  of 
which  pharmacies  have  two  thirds 
market  share. 

Fragrance  is  not  so  important  in 
shaving  products  —  shavers  have 
moved  away  from  fragrance  to 
traditional  values,"  says  Mike 
Bealing,  sector  development 
manager  (chemists)  of  Colgate- 
Palmolive.  Gillette  agree  —  in  a 
recent  consumer  test  product 
performance  was  rated  of  greater 
consideration  than  fragrance. 


Colgate-Palmolive  say  foams  take  59  per  cent  sector  share,  with  gels  at  24  per 
cent,  creams  at  10  per  cent,  and  sticks  at  8  per  cent 
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Pharmacyupdate 

A  spot  of  bother 


Jane  Sheridan,  MRPharmS,  Boots  teacher/ 
practitioner  at  the  School  of  Pharmacy,  London 
University,  advises  on  a  common  adolescent 
complaint 

Acne  is  a  skin  condition  affecting 
a  large  portion  of  the 
population.  Figures  from  the 
USA  indicate  that  68  in  1 ,000  of 
the  overall  population  suffer 
from  acne.  Of  those,  83  per  cent 
are  between  the  ages  of  1 7-25 
and  69  per  cent  between  the 
ages  of  12-17.  Some  60  percent 
are  female  and  the  peak 
incidence  occurs  in  both  males 
and  females  around  the  age  of 
17.  However,  many  patients 
outside  this  age  range  may 
consider  themselves  to  be 
suffering  from  acne. 

Acne  may  affect  an  individual 
for  only  a  few  months,  but  may 
last  for  several  years.  It  can  be 
mild,  affecting  only  a  small  area 
of  the  face  and  be  considered 
only  a  minor  cosmetic  nuisance. 
In  other  cases,  where  acne  is 
severe  and  highly  inflammatory, 
the  patient  may  suffer  from 
emotional  problems  and  have 
difficulty  adjusting  socially. 


Pathogenesis 

Acne  is  a  condition  that  affects 
the  pilosebaceous  units 
(sebaceous  follicles)  of  the  face 
and  trunk.  The  units  consist  of  a 
hair  follicle  and  a  sebaceous 
gland  which  is  connected  to  the 
skin  surface  by  the  duct  through 
which  the  hair  follicle  passes. 
These  ducts  are  colonised  by 
anaerobic  bacteria  — 
Propionbacter  acnes.  The  causes 
of  acne  are  generally  unknown, 
but  hormones,  especially 
androgens,  play  a  part  in  the 
pathogenesis.  It  has  been  shown 
that  androgen  concentration  in 
the  body  is  "proportional"  to 
the  severity  of  acne  and  that 


castrated  men  do  not  suffer  from 
acne. 

Secretion  of  sebum  from  the 
sebaceous  gland  is  affected  by 
androgens.  During  puberty  or  in 
response  to  androgens,  the 
sebaceous  glands  get  larger  and 
produce  more  sebum.  Under 
normal  conditions  the  sebum 
acts  as  a  lubricant  and 
bacteriostatic  agent.  However, 
when  excess  sebum  is  produced 
it  may  be  unable  to  pass  out  of 
the  gland  if  the  duct  is  blocked 
by  a  keratin  plug.  These  plugs 
are  formed  when  the  cells  of  the 
follicle  are  not  shed  normally 
and  come  away  in  sheets  which 
block  the  duct.  This  is  known  as 
follicular  hyperkeratosis  and  is 
another  significant  factor  in 
acne. 

The  formation  of  this  keratin 
plug  causes  comedones  which 
may  be  closed  (white  heads)  or 
open  (black  heads).  Continued 
sebum  production,  plus  the 
inflammatory  effect  of  the  P. 
acnes,  can  produce  a  pustule 
which  is  inflamed  and  infected. 
Some  lesions  form  deep  in  the 
dermis  and,  if  they  fail  to  erupt 
at  the  skin  surface,  may  link  up 
and  form  cysts  under  the  skin 
leading  to  more  disfiguring  acne 
known  as  nodulocystic  or 
conglobate  acne. 

Classification 

Acne  can  be  classified  as  mild, 
moderate  or  severe.  Mild  acne  is 
the  type  associated  with 
teenagers  where  the  individual 
may  have  clusters  of  comedones 
on  the  forehead  and  chin,  with 
the  occasional  pustule.  These 
pustules  are  also  particularly 


Acne  vulgaris  affecting  a  young  woman's  face 


prevalent  in  pre-menstrual 
females.  In  cases  of  moderate 
acne,  lesions  and  pustules  tend 
to  be  more  widespread  and 
persistent  and  may  be  seen  also 
on  the  shoulders  and  upper 
back.  In  severe  acne,  lesions  are 
also  seen  on  the  chest,  back  and 
down  the  arms.  There  may  be 
severe  scarring. 

The  course  and  intensity  of 
acne  may  be  affected  by  a 
number  of  things  eg,  cosmetics, 
sunlight,  sunscreens,  drugs  and 
chemicals.  Many  adult  females 
with  mild  acne-like  lesions  may 
be  suffering  from  the  effects  of 
comedogenic  cosmetic  products. 
The  blocking  of  the  pores  takes 
place  over  a  long  period  of  time 
and  it  is  usually  impossible  to 
identify  the  "culprit"  as  product 
use  changes  fairly  often. 

UV  light,  while  helping  some 
individuals,  may  exacerbate  acne 
in  others  and  while  sunscreens 
can  prevent  this,  the  vehicles 
used  in  some  formulations  may 
themselves  be  comedogenic. 


Selection  of  products  available  for  treatment  OTC 

Product  name 

Ingredients 

Cone  of  benzoyl 

Formulations 

(BP  =  benzoyl  peroxide)  peroxide  (per  cent) 

available 

Acetoxyl 

BP 

2.5.5 

aqueous-acetone  gel 

Acnegel 

BP 

5, 10 

aqueous-alcoholic  gel 

Acnidazil 

BP  and  miconazole 

5 

cream 

Benoxyl 

BP 

5,  10 

cream,  lotion 

Benzagel 

BP 

5, 10 

gel  (fragranced) 

Eskamel 

resorcinol  2  per  cent, 

N/A 

cream 

sulphur  8  per  cent 

aqueous  gel 

Nericur 

BP 

5, 10 

Oxy  5  and  10 

BP 

5,10 

lotion 

Panoxy] 

BP 

2.5,  5.  10 

aq.alc.  gel, 

aqueous  gel 

Quinodenn 

BP  and  PHS  0.5  per  cent 

5, 10 

cream,  lotio-gel 

Ultra  Clearasil 

BP 

5,  10 

cream,  lotion 
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Drugs  which  worsen  acne 
include  iodide  salts,  long  term 
use  of  topical  and  oral 
corticosteroids,  phenytoin, 
barbiturates  and  lithium. 
Although  oestrogen  is  used  to 
treat  females  with  acne,  some  of 
the  combinations  of  oestrogens 
and  progestogens  contain 
progestogens  with  residual 
androgenic  activity,  in  particular 
norgestrel,  and  can  exacerbate 
acne. 

There  is  no  evidence  that 
foods  traditionally  forbidden  to 
acne  sufferers  such  as  chocolate 
and  fried  foods,  cause  or  worsen 
acne.  Patients  should  also  be 
reassured  that  having  acne  does 
not  mean  that  they  are  "dirty". 

In  community  pharmacy,  the 
treatment  available  OTC  is 
suitable  for  mild  and  some 
moderate  acne.  Patients  with 
severe  acne  will  require  systemic 
treatment  and  should  be 
referred,  as  should  those  with 
moderate  acne  for  whom  OTC 
preparations  have  not  been 
successful.  Systemic  treatment 
consists  of  the  use  of  antibiotics, 
such  as  tetracyclines  and 
erythromycin,  hormones  in 
females  and  isotretinoin.  For  the 
purposes  of  this  article  most 
attention  will  be  paid  to  OTC 
treatment. 

It  is  essential  to  bear  in  mind 
that  there  may  be  a  correlation 
between  severity  of  acne  and  the 
psychological  effect  on  the 
patient.  At  the  very  least  the 
patient  may  find  it  mildly 
embarrassing  and  a  nuisance.  At 
the  other  extreme  the  patient 
may  be  profoundly  emotionally 
disturbed  by  the  disease. 
Therefore  all  consultations 
should  be  dealt  with  tactfully 
and  sympathetically. 
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Acne  vulgaris  affecting  a  man's 
back,  showing  widespread  pustules 

The  basis  tor  the 
management  of  acne  is: 

1.  reduction  in  bacterial 
population  of  the  sebaceous 
gland. 

2.  reduction  of  sebum  secretion. 

3.  removal  of  hindrance  of 
sebum  flow. 

4.  interference  with  action  of 
inflammatory  cells. 

Whatever  the  treatment, 
patients  should  be  counselled 
that  they  may  notice  no  change 
in  the  condition  for  the  first 
three  to  four  weeks  and  they 
should  continue  to  comply  with 
the  treatment  regime.  In  many 
cases  treatment  may  continue 
over  several  months. 

Treatments  for  mild 
acne 

Treatment,  in  general,  is  in  the 
form  of  products  containing: 

(a)  sulphur 

(b)  resorcinol 

(c)  salicylic  acid 

(d)  potassium  hydroxyquinoline 
sulphate  (PHS) 

(e)  benzoyl  peroxide 
Sulphur  has  antiseptic 

properties,  resorcinol  is 
keratolytic  and  exfoliative  and 
salicylic  acid  has  keratolytic, 
fungicidal  and  bacteriostatic 
properties.  PHS  has 
bacteriostatic,  fungicidal  and 
deodorising  properties.  They  are 
included  in  various  formulations 
containing  benzoyl  peroxide  as 
the  main  ingredient.  Resorcinol 
has  been  shown  to  interfere  with 
thyroid  function  and  should  not 
be  used  longterm.  Contact  with 
mucous  membranes,  especially 
mouth  and  eyes  should  be 
avoided. 

Benzoyl  peroxide  is  the 
mainstay  of  treatment  for  mild 
acne.  In  a  few  patients,  skin 
irritation  will  prevent  prolonged 
use,  but  for  most  patients  any 
initial  irritation  soon  disappears 
and  the  treatment  is  well 
tolerated.  Benzoyl  peroxide 
works  by  releasing  free  radical 
oxygen  which  acts  as  a 
bacteriostatic  agent.  Benzoyl 
peroxide  also  breaks  down  the 
follicular  plugs  by  its  keratolytic 
action  and  increases  sebum 
excretion.  It  is  available  in 
concentrations  of  2.5  per  cent,  5 
per  cent  and  1 0  per  cent 


formulated  as  creams,  lotions, 
water-miscible  gels  and  skin 
washes  either  by  itself  or  in 
combination  with  the 
ingredients  mentioned  above. 

Gels  appear  to  be  most 
effective  and  best  tolerated, 
followed  by  lotions  and  creams. 
Lotions  may  be  drying  to  the  skin 
as  they  often  contain  alcohol. 
Washes  are  the  least  effective  as 
they  need  to  be  rinsed  off  the 
skin  to  remove  the  detergent  but 
are  useful  in  conjunction  with 
creams,  lotions  and  gels  as  they 
promote  patient  involvement 
with  treatment.  Washing  the 
skin  with  other  antibacterial 
products  may  not  affect  the 
acne,  but  patients  like  the  idea 
that  the  skin  is  clean. 

Patients  should  be  started  on 
a  2.5  per  cent  or  5  per  cent 
product,  especially  those  with 
fair  skin  who  are  most  prone  to 
irritation  by  the  ingredients,  and 
increased  to  1 0  per  cent  after 
three  to  four  weeks,  if  necessary. 
The  product  should  be  applied  to 
the  whole  area,  not  just  to  the 
spots,  and  as  mentioned  before, 
used  for  at  least  four  weeks. 
Patients  should  be  advised  to 
wash  the  skin  first  and  pat  dry. 
The  whole  area  should  be 
covered  with  a  thin  layer  of 
product  to  prevent  eruptions 
elsewhere  on  the  skin.  If  no 
improvement  is  seen  after  six 
weeks  refer  patients  to  the 
doctor  if  they  want  further 
treatment. 

In  a  recent  article  by  an 
American  dermatologist  it  was 
suggested  that  "gentle  and 
hygienic"  removal  of  comedones 
will  help  to  prevent  pustule 
formation,  but  the  general  view 
is  that  squeezing  spots  should  be 
avoided. 


Points  to  note  about  benzoyl  peroxide 


Not  to  be  used  if  there  has  been  a  previous  adverse  reaction 
Not  to  be  used  in  pregnancy  or  during  breastfeeding 
Should  not  be  used  in  conjunction  with  any  other  topical  acne 
treatments  or  abrasives.  When  prescribed  in  conjunction  with 
topical  retinoic  acid  they  should  be  used  alternately  night  and 
morning. 

Avoid  concurrent  use  of  topical  alcohols  eg,  after  shave. 
Concurrent  use  with  medicated  soaps  and  other  products  that 
dry  the  skin  may  cause  excessive  drying  of  the  skin. 
Keep  away  from  mucous  membranes. 
Do  not  apply  to  raw  or  irritated  skin. 
May  bleach  fabrics. 


Patients  should  be  asked 
how  long  they  have  had  the 
acne,  if  they  have  tried  or 
are  currently  using  any 
treatment,  and  whether 
they  are  on  any  other 
medication.  Inquiries  about 
changes  in  diet  or  use  of 


facial  cosmetics  may  reveal  a 
cause,  but  in  general,  there  s 
no  known  cause  and 
reassurance  that  the  condition 
is  not  permanent,  and  that 
in  most  cases  treatment  is 
very  effective,  will  be  of 
great  comfort  to  patients. 


Electron  micrograph  of  Staph  epidermis,  a  Cram  positive  non-motile  bacteria. 
It  is  non-pathogenic  in  man,  but  implicated  in  acne 


Information  from  PACT 
Level  2  analysis 

Dr  Barry  Strickland-Hodge  outlines  the  PACT  Level  2  analysis,  the 
information  it  provides  and  how  pharmacists  may  be  able  to  advise 
their  local  GPs  on  cost  implications 


In  the  first  article  about  PACT  and 
the  community  pharmacist  (C&D 
April  6),  we  looked  over  some  of 
the  main  points  of  this  analysis  of 
a  GP's  prescribing  and  at  some  of 
the  developments  which  have 
occurred  since  its  introduction  in 
August  1988.  Now  we  can 
consider  the  Level  2  data  in 
detail,  its  limitations  and  how  the 
pharmacist  can  use  his  or  her 
knowledge  to  assist  local  GPs  to 
interpret  and  act  upon  the  PACT 
analysis. 

One  term  which  was 
mentioned  in  the  first  article  was 
PL),  or  prescribing  unit.  This  term 
was  introduced  as  a  method  of 
weighting  a  practice's  list  size  to 
take  account  of  the  number  of 
elderly  people  (over  65s)  in  the 
practice.  The  formula  for  this  is 
very  simple.  Count  the  number  of 
people  on  the  list  size  who  are 


under  65,  add  to  this  the  number 
of  people  over  65  multiplied  by 
three.  This  is  because  it  is 
assumed  that  people  over  65 
receive  three  times  as  many 
prescriptions  as  younger  people, 
or  that  the  cost  of  the  additional 
prescriptions  is  approximately 
three  times  as  high. 

The  problem  with  this 
calculation  is  that  itfailsto 
weight  any  individuals  other 
than  over  65s.  People  over  75  are 
said  to  receive  up  to  six  times  as 
many  prescriptions  or  to  cost  up 
to  six  times  as  much  in  terms  of 
prescribing  of  drugs.  Similarly 
children  often  receive  up  to  twice 
as  many  prescriptions  as  others. 
So  the  weighting  is  very  basic  and 
needs  consideration. 

If  a  practice  is: 
■  25  per  cent  above  the  FHSA 
average  overall  in  terms  of  its  net 


ingredient  costs  in  a  quarter 

■  Or  is  75  per  cent  above  in  one 
of  the  six  highest  cost  therapeutic 
groups 

■  Or  is  75  per  cent  above  the 
FHSA  average  in  the  "all  other 
groups"  (all  BNF  therapeutic 
groups  excluding  the  top  six  in 
terms  of  cost),  then  each  GP  in 
the  practice  will  receive  a  Level  2 
automatically  in  the  same 
envelope  as  his  or  her  Level  1 . 

The  previous  paragraph  of 
explanation  encapsulates  the 
PACT  system  of  alerting  GPs  as  to 
when  their  costs  have  reached  a 
certain  arbitrary  level.  However, 
if  you  consider  it  carefully  you 
will  see  that  there  are  a  number 
of  areas  where 
misunderstandings  can  arise. 
First,  in  a  group  practice,  each 
doctor  makes  up  some  of  the 

continued  on  p256 


Chemist  &  Druggist  1 0  AUGUST  1 99 1 


255 


continued  from  p255 
costs.  These  may  not  necessarily 
be  equal  amounts  as 
practitioners  may  specialise  to 
some  extent.  It  may  be  that  one 
GP  concentrates  on  the  elderly  in 
the  practice  or  perhaps  the 
women  or  children.  Each  will 
then  contribute  a  different 
portion  of  the  total  prescribing 
cost  of  the  practice. 

Similarly,  it  should  be 
understood  that  PACT  is  based 
on  an  audit  of  FP10  prescription 
forms.  In  other  words,  if  one  GP 
writes  and  signs  all  the  repeat 
prescriptions  from  his  or  her  pad, 
then  the  costs  will  be  attributed 
to  that  individual  GP.  Because  of 
the  possibilities  of  specialisation 
and  the  problem  of  the  stamped 
pads,  PACT  is  practice-based,  not 
individual  GP-based.  If  one  GP  is 
"over  cost"  but  the  others  in  the 
practice  are  under  cost,  for 
whatever  reason,  the  total  may 
keep  the  practice  below  the  cut- 
off point. 

The  FHSA  average 

The  next  term  in  the  paragraph  is 
the  FHSA  average.  An  average  is 
a  string  of  numbers  added 
together  and  divided  by  the 
number  in  the  string.  This  means 
that  an  average  FHSA  cost  in  a 
quarter  should  be  the  same  for 
every  practice  in  the  FHSA.  This  is 
not  however  the  case.  In  article  1 , 
the  calculation  to  create  this  so- 
called  average  was  considered. 
As  the  formula  (again  shown  as 
table  1)  multiplies  a  figure 
representing  the  cost  per  PU  in 
the  FHSA  in  that  quarter,  by  the 
exact  number  of  PUs  in  the 
individual  practice,  the  so  called 
average  changes  from  practice  to 
practice  as  the  number  of  PUs 
changes 

The  FHSA  average  calculates 
the  cost  per  PU  across  the  FHSA  — 
and  FHSAs  are  rarely,  if  ever, 
homogenous.  So  there  is  a 
standard  unit  created  across  the 
FHSA  which  takes  no  account  of 
differences  in  practice  area.  In 
some  FHSAs  there  are  clearly 
more  than  one  type  of  practice. 
For  example,  some  may  be  in  a 
local  market  town,  others  in 
urban,  suburban  or  perhaps  rural 
areas.  These  practices  will  see 
very  different  patients,  and  these 
patients  may  have  different 
expectations  and  apply  different 
demands  to  their  GPs.  It  would 
therefore  seem  more 
appropriate  to  compare  like  with 
like  but  PACT,  developed  as  an 
educational  tool,  takes  no 
account  of  these  area  differences 
within  an  FHSA.  Some 
researchers  have  argued  for 
other  factors  such  as  area  of 
deprivation  to  be  taken  into 
account  and  it  is  possible  that  the 
PACT  working  group  may 
recommend  these  changes  at  its 
next  meeting. 

Level  2  is  a  ten  page 
document  consisting  of  three 
pages  of  general  analysis 
followed  by  six  detailed 


Figure  1 .  BNF  Chapter  3  —  Respiratory  system 
Drugs  prescribed  by  Dr.  Sample 

(Figures  in  brackets  represent  practice  totals) 
Total  No.  of  Items  and  Costs  by 
Section 


No.  Items 
497  =  100% 


Tost  (£ 

£2,551.72  =  100% 


Bronchodilators 

243 

(474) 

1243.07 

(2338.20) 

Corticosteroids 

32 

(60) 

444.90 

(834.36) 

Prophylaxis  of  asthma 

13 

(35) 

213.63 

(512.89) 

Allergic  disorders 

104 

(178) 

388.04 

(673.97) 

Respiratory  stimulants 

Oxygen 

Mucolytics 

15 

(30) 

132.82 

(279.02) 

Aromatic  inhalations 

Antitussives 

78 

(126) 

96.53 

(160.40) 

Systemic  nasal  decongestants 

12 

(33) 

32.73 

(79.66) 

Figure  2 


Leading  Cost  Preparations 

Ventolin®  Inhaler  (200  Metrd  Doses) 

Ventolin®  Nebules  Soln  2.5mg/2.5ml  Amp 
Aerolin®  Autohaler  (200  Metrd  Doses) 
Triiudan®  Tab(60mg) 
Carbocisteine  Cap  375mg 


183  =  37% 


£1,045.62  =  41% 


3.1.1 

3.1.1 
3.1.1 
3.4.1 
3.7.0 


analytical  pages  of  prescribing  in 
the  top  six  therapeutic  groups, 
leaving  the  final  page  for  the  "all 
other"  group.  The  covering  page 
is  an  amalgamation  of  the  first 
three  pages  of  Level  1 , 
concentrating  on  cost  only.  It 
shows  the  total  prescribing  costs 
compared  to  the  so-called 
average,  the  basic  breakdown  of 
the  six  high  cost  therapeutic 
groups,  and  the  "all  other" 
group  as  bar  charts  compared 
again  to  the  FHSA.  This  shows  at 
a  glance  how  the  practice 
compares  to  the  FHSA.  If  the 
Level  2  has  been  sent 
automatically  (it  can  be 
requested)  because  the  practice 
is  more  than  75  per  cent  above 
the  FHSA  average  in  one  of  the 
high  cost  groups,  then  a  box  will 
be  shown  around  the  percentage 
above  the  FHSA  average.  This 
draws  the  reader's  attention  to 
this  particular  group  and  the  text 
"suggests"  the  practice  should 
look  closely  at  this  area. 

We  stated  that  PACT  is  based 
on  stamped  FP1 0  pads  and  that 
individuals  may  specialise  so  the 
analysis  is  practice-based.  It  is 
therefore  unfortunate  that  the 
remainder  of  the  automatically 
sent  out  Level  2s  are  actually 
individual  doctor-based.  In  other 
words,  other  than  pages  1  and  3, 
the  analysis  compares  the  named 
doctor  with  the  rest  of  the 
practice.  This,  I  think,  reduces  the 
overall  relevance  of  the  data  but 
it  still  remains  better  than  any 
previous  analyses  available  to 
general  practitioners. 

Page  2  compares  the  GP's 
prescribing  in  terms  of  number  of 
items,  total  cost  and  average  cost 
per  item,  to  the  practice  as  a 
whole  and  shows  areas  where 
this  individual  is  perhaps  higher 
or  lower  than  other  partners.  The 
GP  must  be  reminded  of  the 
limitations  before  making  any 
decisions  from  this.  Page  3  of 

TABLE  1 .  Calculation  of  FHSA  average  (quarterly) 

FHSA  total  prescribing  cost  x  Practice  number  of  PUs 

FHSA  total  number  of  PUs 


Level  2  shows  the  statistical 
modes  for  practices  within  the 
FHSA  and  highlights  the  named 
practice  among  these.  The 
remainder  of  the  analysis  is 
arranged  similarly  and  we  will 
concentrate  on  these  pages  now. 

BNF  information 

The  arrangement  of  the  analysis 
of  PACT  is  via  the  chapters, 
sections  and  sub-sections  of  the 
BNF.  If  the  BNF  changes  then  so 
does  PACT.  It  stands  to  reason, 
therefore,  that  the  BNF  is  the 
most  important  source  of 
information  when  considering 
PACT.  The  first  breakdown  of 
prescribing  analysis  is  via  the  BNF 
sections  within  the  six  high  cost 
therapeutic  groups.  Each  of 
these  is  taken  in  turn  and  the 
number  of  items  and  total  net 
ingredient  cost  in  each  is  printed. 
If  the  GP  has  not  prescribed  any 
item  in  a  particular  section,  a 
dash  is  printed.  In  this  way  every 
section  within  the  chapter  is 
included  in  the  first  part  of  the 
analysis. 

The  PACT  system  is 
computerised,  so  the  next  phase 
of  analysis  is  based  on  actual 
prescribing  by  the  GP  compared 
to  his  or  her  partners.  The  system 
attributes  costs  to  all  the  sub- 
sections within  the  chapter  and 
prints  the  top  five  in  terms  of 
cost.  The  highest  cost  entry  is 
emboldened  on  the  page  and 
draws  the  reader's  attention  to 
this.  (See  Figure  1 .  Leading  cost 
sub-sections  within  Chapter  3  — 
respiratory  system). 

The  system  then  analyses  the 
leading  cost  drugs.  In  Chapter  3 
—  respiratory  system,  all  drug 
groups  in  whatever  dosage  form 
and  however  written,  ie  generic 
or  brand  name,  are  grouped 
together  with  an  associated  cost 
for  the  quarter.  The  top  five  are 
again  taken  out  and  printed  with 
the  most  costly  being 
emboldened. 

Finally,  the  leading  cost 
preparations  are  isolated.  Each 
individual  product  prescribed  in 
the  quarter  is  costed  by  the 
system.  The  generic  is  separated 
from  the  brands  and  dosage 
forms  are  also  treated  separately. 


84 

19 
9 

58 
13 


293.44 

251.92 
94.50 
280.94 


The  five  leading  cost 
preparations  are  printed  (see 
Figure  2.  Leading  cost 
preparations)  and  the  highest 
cost  is  again  emboldened.  The 
figure  shows  Ventolin  inhaler 
(200  metered  doses)  as  the 
leading  cost  preparation  this 
quarter  for  this  doctor.  The 
figure  shows  the  number  of 
items  represented  by  these  top 
five  preparations  (183  or  37  per 
cent  of  the  total  for  the  chapter) 
and  the  cost  for  the  top  five 
which  is  41  per  cent  of  the  total 
cost  for  the  chapter  this  quarter. 
It  is  important  to  remember  that 
the  number  84  is  the  number  of 
items  notthe  number  of  inhalers. 
This  can  be  misleading  and  it  is 
likely  that  many  GPs  consider 
that  the  number  84  does  refer  to 
the  number  of  inhalers. 

Using  this  type  of  analysis  the 
GP  is  expected  to  consider  his 
high  cost  prescribing  and  to 
carefully  consider  the  selection  of 
products.  You  may  be  able  to 
assist  in  terms  of  equivalents. 
(The  role  of  the  community 
pharmacist  with  particular 
reference  to  Level  2  and  3  will  be 
the  subject  of  the  next  article  in 
this  series).  The  final  page  of 
Level  2  shows  the  other 
therapeutic  groups  prescribed  by 
this  doctor,  the  number  of  items 
dispensed  and  the  total  costs. 
These  groups  are  considered  as  a 
whole  and  are  called  the  "all 
other  group".  The  highest  cost 
group  is  emboldened  as  before: 
this  time  the  10  leading  cost 
preparations  are  also  listed. 

In  conclusion,  Level  2  is  sent 
automatically  to  general 
practitioners  in  practices  which 
have  been  classed  as  high  cost.  It 
is  a  basic  analysis  of  prescribing  in 
a  quarter  and  can  be  used  to 
show  from  where  the  high  costs 
have  arisen.  It  can  be  used  as  part 
of  a  practice  meeting  to  discuss 
costs,  although  it  has  been 
stressed  by  Ministers  and 
Secretaries  of  State  that  patients 
will  continue  to  receive  all 
necessary  medications  as  decided 
by  the  practitioner.  Rational 
prescribing,  ie  the  selection  of 
the  most  appropriate  effective, 
safe  and  economic  product,  must 
come  before  cheap  prescribing. 
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Dust  off  your 
business  plan 

I  am  sure  I  am  not  alone  in 
thinking  that  the  open  letter  to 
Allen  Lloyd  (C<££>July  27)  is  yet 
another  murmur  of  mental 
suffering. 

Perhaps  W.G.  Clapinski  should 
take  his  business  plan  down  off  the 
shelf  and  take  a  long  hard  look  at 
it.  Planning  covers  the  entire  field 
of  what  you  wish  to  accomplish. 
When  you  plan,  you  determine  the 
needs  of  your  business,  outline  the 
methods  you  will  use  to  reach  these 
objectives  and  assign  responsibility 
for  having  these  goals  reached. 

Regardless  of  how  well 
conceived  your  planning  is,  it  may 
sometimes  have  to  be  altered  (just 
like  Allen  Lloyd's).  So  part  of  your 
job  is  to  measure  your  progress 
and  see  what  changes  need  to  be 
made.  Your  tools  for  this 
measurement  are  controls.  These 
controls  enable  you  to  see  if  you 
have  reached  the  desired  goals. 

To  improve  your  profitability, 
which  is  abundantly  clear  is  your 
problem,  I  suggest  you  look  firstly 
at  your  margins,  then  speak  kindly 
to  your  wholesaler  and  ask  that 
both  the  threshold  be  lowered  or 
even  done  away  with  and  the 
discount  level  raised.  Use  direct 
buying  where  the  benefits  are  to 
your  advantage  and  there  are 
many.  This  will  enable  you  to  use 
such  controls  as  settlement 
discounts,  delayed  payments, 
promotional  allowances,  damage 
concessions,  retrospective 
discounts,  and  for  the  really 
adventurous,  pallet  price 
concessions  and  trailer  loads,  to 
increase  your  margins.  So  you  see, 
Mr  Clapinski,  there  are  many  ways 
of  minding  your  business  before 
minding  that  of  others. 

K.S.  Benson 

Redundant  retail  buyer  general 
manager 


Where  angels  fear 
to  tread 

It  is  with  an  air  of  trepidation  that 
one  enters  the  articulate  and 
erudite  discourses  of  Philip  Paul 
and  Bruce  Rhodes.  However,  there 
is  general  confusion  as  regards  the 
roles  of  a  press  officer  and  a  public 
relations  officer.  Failure  to 
understand  the  difference  leads  to 
criticism  and  lack  of  appreciation 
of  the  work  they  do.  Briefly,  a  press 
officer  is  a  spokesman  alive  to 
events,  and  who  expresses  the  view 
ol  his  or  her  employers  on  current 
events  and  problems. 

A  public  relations  officer 
combines  much  of  the  above,  but 
also  has  responsibility  of  planning 
campaigns,  and  as  such  needs  a 
much  wider  remit  in  earning  out 
the  tasks  and  < ibjectives  he  is  set. 
There  is  also  the  responsibility  of 
"highlighting"  telling  pi  tints  at 
conferences,  and  "having 
something  to  sell  to  the  media". 


even  when  material  is  scarce. 

Campaigns  may  not  be 
successful,  despite  the  amount  of 
work  put  in,  bringing 
disappointment  when  they  climax 
when  everything  is  "on"  —  for 
instance  the  Prime  Minister 
resigns,  there  is  an  earthquake  in 
Manchester  —  and  the  front  page 
is  wiped  clean. 

To  refer  to  Mr  Rhode's 
admirable  article,  there  is  one 
aspect  of  Society's  power  —  a 
potent  factor  —  fear  by  the 
ordinary  member  of  doing  wrong, 
the  fear  that  the  Society  will  come 
down  on  them  "like  a  ton  of 
bricks". 

The  second  fear  concerns 
Council  itself  and  in  part  may 
explains  the  action,  or  accordingly 
to  some  members  inaction,  over 
Boots'  latest  plans.  A  study  of  the 
court  cases  in  which  the  Society 
has  been  involved  in  litigation 
shows  each  one  has  resulted  in  the 
chopping  off  a  bit  more  of  the 
presumed  power  of  the  Society  —  a 
whittling  away  process.  Any  action 
which  can  lead  to  litigation  must  be 
viewed  with  circumspection. 


Mervyn  Madge 

Plymouth 


Shades  of  things  to 
come? 

Last  Monday  I  was  informed  by  a 
patient  that  the  prescription  she 
had  just  given  me  would  be  the  last 
I  should  have  the  pleasure  of 
dispensing  for  her.  I  asked  her  if 
she  was  moving  to  another  town,  to 
which  she  replied:  "No,  but  the 
doctor  is  moving  his  surgery  and 


said  it  would  be  better  if  he  sent  my 
prescriptions  to  Boots,  and  for  me 
to  collect  them  from  there  to  save 
me  having  to  go  so  far  to  collect 
them  in  future." 

I  was  most  perturbed  and 
wondered  if  this  was  the  "shades  of 
things  to  come,"  having  read  the 
recent  news  articles  about  Boots' 
repeat  prescription  collection 
plans.  As  the  patient  resides  some 
four  miles  from  the  city  centre,  I 
suggested  an  alternative,  that  the 
doctor  sends  her  repeat 
prescriptions  to  her  home  so  she 
may  take  them  to  a  pharmacy  of 
her  choice. 


Private  chemist 


New  consumer 
niche  for  Le 
Maquillage 
Clarins... 

Xrayser  recently  referred  to  the 
launch  of  Le  Maquillage  Clarins 
colour  cosmetics  range  (C&D  July 
13).  This  will  see  the  introduction 
of  a  precisely  targeted  colour  range 
which  offers  specific  new  consumer 
benefits  and  excellent  results  in 
use.  The  range  is  smaller  than 
normal,  and  the  launch  is 
supported  by  the  heaviest  media 
campaign  Clarins  has  ever 
mounted.  Consumer  demand  is 
already  very  apparent,  and  the 
range  has  been  welcomed 
enthusiastically  by  Clarins  Agents 
across  the  UK. 

Some  of  the  customers  for  this 
range  will  come  from  our 
competitors  —  but  I  don't  expect 
Xrayser  stocks  every  competing 


brand,  so  for  him  some  of  this  must 
be  new  business.  And  with  the 
approach  of  Le  Maquillage  Clarins 
we  will  build  a  new  consumer  niche 
in  the  same  way  that  we  built  a 
niche  in  the  skincare  market.  A  lot 
of  these  customers  will  be  new  for 
Xrayser. 

The  introductory  parcels  are 
specifically  geared  to  the  size  and 
potential  of  agent's  current 
business.  The  likely  parcel  for  an 
average  retail  pharmacist  agent  has 
ones,  twos  and  threes  of  different 
lines  and  a  retail  value  of  £1,5(14. 
with  supporting  tester  unit, 
showcard  and  brochures. 

There  is  n<  >  question  of  any 
agent  being  expected  to  cam' 
excess  stock  —  quite  the  reverse. 
Clarins  business  has  been  built  on 
a  level  of  service,  co-operation  and 
commitment  between  the  agent 
and  the  company  that  is 
exceptional  in  todays  market  place. 

I  suggest  Xrayser  should  look 
on  this  as  a  positive  opportunity  to 
develop  a  complete  Clarins 
business  in  skincare  and  colour 
that  will  improve  his  total  business. 


R.Vincent 

Managing  director,  Clarins  (UK)  Ltd. 


Boots  collection 
service  revealed  in 
manual 

Not  only  have  the  recently  revealed 
Boots  plans  upset  individual 
independent  contractors,  but  they 
have  also  appeared  to  have 
disturbed  some  of  their  own 
employee  pharmacists.  I  have  been 
sent  a  copy  of  the  manual  issued  to 
all  their  stores  on  how  to  go  about 
organising  a  repeat  script 
collection  system.  I  really  thought 
Boots  pharmacists  were  of  a  higher 
calibre  than  is  implied  by  this 
document! 

This  document  has  the  gall  to 
say  that  this  service  will  be 
promoted  within  the  store  (note, 
not  pharmacy)  and  the  local 
community,  and  therefore  will  not 
require  any  further  contractor 
involvement.  If  you  believe  this, 
you  will  believe  anything!  The 
manual  also  lists  potential  patient 
benefits,  the  best  example  being 
the  safety  aspect,  in  having  fewer 
elderly  patients  visiting  the  surgery, 
lessening  the  risk  of  their  catching 
further  illness,  which  could 
increase  the  surgery's  workload. 

The  Boots  chairman  has  been 
quoted  recently  as  saying  that  the 
company  is  trading  in  harsh  retail 
conditions.  Where  does  he  think 
independent  contractors  are  —  in 
paradise?  In  my  opinion, 
independent  contractors  can 
always  offer  a  better  service  as  they 
are  the  local  friendly  community 
pharmacy,  as  compared  with  the 
town  centre  store. 

David  Thomas 

Wolverhampton 


Sebastian  Coe  was  handing  out  the  prizes  rather  than  winning  them  when 
Adrian  Hopkins,  a  Vantage  pharmacist  from  Bewdley,  Worcestershire,  won 
a  weekend  for  two  at  Cedar  Falls  Health  Farm  recently.  Mr  Hopkins,  winner 
of  the  Kendall  Company's  "Bag  full  of  brands"  promotion  in  association  with 
AAH,  was  presented  with  his  prize  at  their  factory  in  Cornwall.  Looking  on 
are  (left)  John  Priestley-Cooper,  marketing  manager,  Kendall  Home 
Healthcare  products;  and  Richard  Shirley,  managing  director,  The  Kendall 
Company 
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Business  news 


Smithkline  post 
solid  profit 


Announcing  the  company's  interim 
results  Smithkline  Beecham  chief 
executive  Bob  Bauman  was  non- 
com  mital  about  speculation  that  the 
company  is  ready  to  make  a 
significant  new  acquisition. 

Confronted  with  the  rumours, 
he  confined  his  remarks  to 
reaffirming  SB's  commitment  to 
expansion  by  organic  growth. 

Sales  down  9.7pc  to  £2.3  billion 
Pre-tax  profit  up  1 6pc  to  <£483m 
Earnings  per  share  up  15pcto23.1p 
Q2  dividend  3.75p 

The  results  themselves  were 
generally  in  line  with  City 
expectations.  Pre-tax  profit  for  the 
company  for  the  six  months  to  June 
30  were  £483  million,  a  rise  of  some 
16  per  cent.  However,  the 
breakdown  of  the  sales  figures  tell  a 
slightly  different  story  with 
pharmaceuticals  sales  down  from 
£l,244m  for  the  first  six  months  of 
last  year  to  £l,222m  this  year. 
Animal  health  products  also  show  a 
slight  fall,  dropping  some  3  per  cent 
from£153mto£149m. 

Consumer  brands  were  flat, 
moving  from  £634m  for  the  first  six 
months  of  1 990  to  £637m  this  year, 
although  trading  profits  grew  18  per 
cent  and  margins  increased  to  15 


per  cent.  Clinical  laboratories 
looked  healthiest  with  a  4  per  cent 
rise  in  sales  to  £257m  in  the 
half-year. 

Taken  together,  the  results 
indicate  that  it  has  been  the 
company's  ongoing  cost-cutting 
operations  which  have  contributed 
to  the  relatively  strong  pre-tax  profit 
performance. 

Second  quarter  comparisons  tell 
a  similar  story:  pre-tax  profit 
increased  17  per  cent  to  £230m, 
earnings  per  share  were  up  18  per 
cent  to  1  lp  and  trading  profits  from 
continuing  operations  were  up  9  per 
cent  to  £245m.  Sales  for  the  second 
quarter  were  up  3  per  cent  to 
£l,155m,  which  Mr  Bauman 
admitted  was  below  target. 

He  said:  "We  are  pleased  with 
our  performance  in  the  second 
quarter,  particularly  our  growth  in 
earning  per  share  which  puts  us  on 
target  to  achieve  our  earnings 
objective  for  the  year." 

Cost-cutting 

The  relatively  strong  profits 
performance  compared  to  sales  is 
attributed  to  cost-cutting,  as 
Smithkline  Beecham  continue  their 
programme  of  integrating  the  two 
parent  companies.  Specifically, 
reductions  in  manufacturing  and 


administration  overheads  have 
helped  the  bottom  line. 

Commenting  on  the  flat  sales 
performance  of  pharmaceuticals  in 
the  second  quarter,  Mr  Bauman 
said:  "Sales  continue  to  be  affected 
by  specific  local  issues  in  Italy,  Japan 
and  the  Middle  East."  He  said 
trading  profits  were  affected  by 
continuing  investment  in  the 
business.  The  company  achieved 
relatively  strong  growth  in  the  US 
with  pharmaceutical  sales  up  10  per 
cent,  while  in  Europe  performance 
was  notably  flat,  with  only  a  1  per 
cent  increase.  Elsewhere  in  the 
world  the  company's 
pharmaceuticals  business 
experienced  a  7  per  cent  fall-off  in 
sales. 

Tagamet  achieved  stable  sales 
worldwide,  while  Mr  Bauman  said  he 
was  pleased  with  the  early 
performance  of  Seroxat  in  the  UK. 
Prescriptions  written  for  Seroxat  are 
approximately  75  per  cent  ahead  of 
those  written  for  its  major 
competitors  at  the  same  time  after 
their  respective  launches,  say  SB. 

"The  clinical  laboratories 
business  performed  exceptionally 
well  during  the  second  quarter  with 
sales  up  4  per  cent  and  trading  profit 
up  19  per  cent,"  said  Mr  Bauman. 

The  company  have  announced  a 
second  quarter  dividend  of  3.75p. 


HIV  positive 
discount 
scheme 

Businesses  are  being  encouraged  to 
participate  in  an  innovative  discount 
scheme  to  be  launched  next  month 
for  those  who  are  HIV  positive  and 
receiving  state  benefits. 

Suppliers  of  goods  and  services 
can  decide  their  own  level  of 
discount,  which  would  be  offered  on 
production  of  a  card,  available  from 
a  range  of  HIV/AIDS  agencies  and 
some  social  services  departments. 

The  scheme  is  broad-based, 
with  over  50  different  businesses 
already  involved,  including  retailers, 
hotels,  and  holiday  companies. 
Pharmacies  have  not  yet  been 
contacted,  although  items  such  as 
toiletries  would  be  useful  for 
inclusion  in  the  scheme. 

"We  would  be  very  interested  in 
any  pharmacy  prepared  to  get 
involved,"  says  Mike  McCann, 
chairman  of  the  Gay  Business 
Association,  and  one  of  those 
responsible  for  developing  the 
scheme. 

"The  scheme  is  in  its  infancy, 
and  the  potential  is  obviously 
incredible,"  says  Mr  McCann. 
Asked  about  the  possibility  of  other 
health  organisations  becoming 
involved,  he  says:  "We  took  the  step 
forward.  It's  up  to  other  bodies  to  do 
the  same." 

The  National  Pharmaceutical 
Association  says  it  is  up  to  each 
individual  to  decide  whether  or  not 
to  join  the  scheme.  Those 
interested  in  participating  should 
contact  Mike  McCann  on  081-677 
7387. 


Former  director  of  Unichem  Ken  Seal  (left)  joins  deputy  chairman  David 
Mair  at  a  recent  "northern  old  boys"  event  held  at  Whitley  Bay.  The 
Tnlchemold  boys"  were  invited  to  the  Northern  Regional  Committee 
meeting  to  meet  senior  Unichem  personnel 


Inphormed  move 

Distributors  of  the  anti-snoring 
device  Noxovent  and  glue  ear 
treatment  Otovent  have  moved. 
The  company's  full  address  is: 
Inphormed,  The  RDL  Group, 
Wyeth  House,  Hyde  Street, 
Winchester,  Hants,  S023  7DR.  Tel: 
0962  878811;  fax:  0962  879922. 

Alarm  development 

ADT  Security  systems  have 
replaced  the  bells  on  their  anti- 
intrudor  and  fire  alarm  systems 
with  electronic  warblers.  The 
warblers  deliver  a  "penetrating" 
104  decibels,  says  the  company, 
"a  noise  level  well  in  excess  of  the 
minimum  laid  down  in  British 
Standards.  "The  alarms  also  have 
two  speakers  in  case  one  fails. 

Cometform  move 

Cometform  have  moved  to  Unit 
13,  Shaftesbury  Road,  Edmonton, 
London,  N18  1UB.  Tel:  081-807 
5113;  fax:  081-807  5190. 


Care  in  factory 

Hugo  Personal  Care,  who  claim  to 
be  the  largest  private  label 
toiletries  business  in  the  UK,  have 
opened  a  new  factory  in  Bradford. 
The  14  acre  site  at  Rook  Lane  will 
contain  most  of  the  company's 
office,  warehousing  and 
production  facilities. 

Directors  warned 

The  insolvency  service  of  the  DTI 
will  take  action  against  delinquent 
directors  where  there  is  good 
cause,  said  corporate  affairs 
minister  John  Redwood.  The 
insolvency  service  has  obtained 
over  1,000  disqualification  orders 
on  incompetent,  dishonest  and 
negligent  company  directors. 
"The  Official  Receiver  can  now 
bring  disqualification  proceedings 
against  incompetent,  dishonest 
and  negligent  directors  of 
insolvent  companies,  preventing 
them  from  being  involved  in  a 
company  for  up  to  15  years." 
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Unichem 
shareholders 
back  their  board 


Unichem  shareholders  have  backed 
their  management  team's 
judgement,  unanimously  passing 

■ 


Lord  Rippon 


the  resolution  to  approve  the 
company's  bid  for  Macarthy  at  an 
extraordinary  general  meeting  last 
Monday. 

Unichem's  chairman,  Lord 
Rippon,  commented:  "This 
overwhelming  support  from  our 
shareholders  shows  that  they  can 
see  the  considerable  commercial 
logic  of  our  bid.  We  expect  that 
Macarthy,  its  shareholders  and 
others  can  also  see  the  benefits  the 
merger  will  bring." 

The  Office  of  Fair  Trading  is 
expected  to  reach  a  decision  on 
whether  to  refer  the  bid  to  the 
Monopolies  and  Mergers  on  August 
23;  the  second  closing  date  for  the 
Unichem  offer  is  August  29.  The 
revised  Grampian  offer  for  Macarthy 
runs  to  August  16. 


Rhone-Poulenc  results 


Rhone-Poulenc  Rorer  have 
reported  pre-tax  profits  of  $187.2 
million  for  the  six  months  to  June 
30;  this  compares  with  a  loss  of 
$243. lm  the  year  before.  This  is 
also  more  than  three  times  the  pro 
forma  figure  of  $50.3m,  which 
purports  to  show  the  result  for  1990 
if  the  merger  of  Rhone-Poulenc 
Rorer  and  their  human 
pharmaceuticals  business  had  taken 
place  at  the  beginning  of  last  year 
instead  ofonMay5,  1990. 

Sales  up  90pc  to  $1 .9  billion 
Pre-tax  profit  up  to  $1 87.2m 
Earnings  per  share  upto  $0.89 
Dividend  up  $0,005  to  $0,215 

Actual  sales  have  increaed  by 
90  per  cent  to  $  1 .9  billion  and  are 
also  6  per  cent  up  on  the  pro 
forma  figure  of  $1.7  billion. 

Rhone-Poulenc  Rorer  say  the 
figures  reflect  real  sales  increases 
as  well  as  continued 
improvements  in  operating 
margins.  The  company  insists  that 
changes  in  exchange  rates  have 
not  significantly  affected  the 
earnings  figures.  Nevertheless, 
adjusting  the  sales  figures  for  the 
impact  of  unfavourable  exchange 
rates  and  product  divestments,  the 
sales  figures  grew  by  12  per  cent. 

Rhone-Poulenc  say  that  the 
increase  in  second  quarter  sales 
was  led  by  a  strong  performance  of 
their  prescription  products 
Azmacort,  Slo-bid  and  DDAVP  in 
the  USA,  their  plasma  products 
worldwide,  and  OTC  products  in 
Germany.  In  France  the  recent 
launch  of  the  cholesterol-lowering 
agent  Vasten,  and  the  growth  in 
Oroken  balanced  the  effect  of 
exchange  rates  and  the  softness  of 


the  market  there. 

Sales  of  the  company's  seven 
worldwide  strategic  products 
increased  by  14  per  cent, 
excluding  the  effects  of  exchange 
rates.  The  company  says  it  finds 
growth  in  the  sale  of  Maalox  in  the 
United  States  on  top  of  a  strong 
second  quarter  in  1990 
"particularly  encouraging". 

Commenting  on  the  results 
chairman  and  chief  executive 
Robert  E.  Cawthorn  said:  "We  are 
pleased  with  these  results  and  with 
the  progress  Rhone-Poulenc 
Rorer  has  made  in  its  first  year. 
We  have  built  a  solid  base  for  our 
new  global  business." 


Looking  at 
leasing 

BFN  Storefitters  are  reacting  to  the 
recession  by  promoting  leasing  as 
an  alternative  source  of  financing 
for  pharmacy  refit. 

The  company  points  to 
"growing  alarm"  over  the  conduct 
of  major  clearing  banks  as  an 
argument  to  consider  leasing. 

BFN  have  joined  forces  with 
Amalgamated  Finance  &  Leasing,  a 
specialist  company  in  the  leasing 
field,  to  publish  a  guide  to  the 
subject. 

BFN  argue  that  many  retailers 
will  want  to  think  twice  before 
taking  out  a  bank  loan  or  increasing 
their  overdraft,  but  they  will  also 
want  to  "ensure  their  shops  are 
capable  of  exploiting  the  economic 
recovery  when  it  arrives."  The 
BFN/AFL  equipment  leasing  plan  is 
free  from  BFN  Storefitters.  Tel: 
0474  560671. 


IN  THE  CITY 


After  a  strong  performance  in  the  first  seven  months  this  year  the 
pharmaceuticals  sector  has  been  taking  a  breather.  While  share 
prices  have  consolidated  on  recent  gains  across  a  broad  front, 
health  and  household  stocks  have  seen  some  profit-taking.  As  a 
result,  the  sector  has  underperformed  the  market  in  the  last  few 
weeks. 

Part  of  the  share  selling  has  been  prompted  by  increasing 
optimism  about  the  UK  economy  and  investors  have  been 
moving  out  of  defensive  stocks,  such  as  pharmaceuticals,  and 
into  those  which  are  likely  to  benefit  sharply  from  an  economic 
recovery.  A  number  of  stockbrokers,  including  James  Capel  and 
Kleinwort  Benson  have  been  urging  clients  to  reduce  their 
holding  in  the  sector. 

Not  surprisingly,  strategic  consideration  concerning  the 
sector  rather  than  factors  affecting  individual  stocks  have  been 
influencing  share  prices.  Glaxo  have  seen  some  weakness  despite 
winning  the  first  round  in  a  US  patents  battle  over  Zofran. 
SmithKline  beecham  is  alleging  in  a  US  court  action  that  Zofran 
infringes  a  patent  it  holds  over  Kytril,  a  rival  drug  used  in  the 
treatment  of  nausea.  The  US  Patents  Office  has  given  a 
preliminary  verdict  in  favour  of  Glaxo,  although  the  dispute  will 
ultimately  be  decided  in  the  court  room. 

Shares  in  Boots  have  seen  some  activity  following  a  joint 
marketing  agreement  it  has  signed  with  Warner  Lambert 
concerning  Manoplax.  The  news  also  triggered  some  speculation 
that  Boots  may  be  about  to  enter  into  a  joint  venture  with  ICI,  but 
the  story  failed  to  gain  much  ground. 

Meanwhile  the  battle  for  Macarthy  has  continued  to  intrigue 
the  stockmarket.  The  beseiged  company  is  continuing  to  resist 
a  hostile  offer  from  Unichem  and  has  confirmed  that  a  number  of 
rival  suitors  may  be  in  the  wings.  As  yet  no  white  knight  has 
shown  its  hand  but  rumours  continue  to  centre  around  Lloyd's 
Chemists. 

With  a  silly  season  in  fully  swing,  the  market  is  looking  ahead 
to  a  spate  of  forthcoming  results,  led  by  Smith  &  Nephew. 
Analysts  are  looking  for  at  least  a  5  per  cent  drop  in  taxable 
profits.  Market  forecasts  range  between  £56m  and  £60m.  Early 
next  month  Reckitt  &  Colman  is  due  to  report  its  interims  with 
Warburg  Securities  looking  for  profits  of  around  £125m. 


Coming  events 


M&S 
Toiletries  on 
the  road 

M&S  Toiletries  are  planning  a  series 
of  Christmas  trade  shows  for 
independent  retailers. 

For  Scottish  traders  the  venue  is 
The  Maybury  in  Edinburgh  from 
September  2-5.  This  will  be  followed 
by  shows  in  Bradford  at  the 
Bankfield  Hotel  (September  9-11) 
and  the  Swallow  Hotel,  Gateshead 
(September  17-19). 

Further  details  from  M&S 
Toiletries  on  031-453  5000. 

UCA 
president's 
dinner  dance 

The  Ulster  Chemists  Association 
President's  Dinner  Dance  will  take 
place  on  October  26,  at  the 
Culloden  Hotel,  Belfast,  8pm  for 
8.30pm. 

Further  information  and  tickets 
are  available  from  the  UCA,  73 
University  Street,  Belfast  BT7  1HL. 
Tel:  0232  320787. 


Advance  information 

National  Association  of  Health 
Authorities  and  Trusts.  "Risk 
management  in  the  NHS",  Village 
Conference  Centre,  Cheadle, 
Manchester,  September  1 1.  "Contracts 
and  quality:  the  patients  perspective" 
New  Connaught  Rooms.  London. 
September  18;  "Today's  and 
tomorrow's  priorities".  Kensington 
Town  Hall.  London.  September  24. 
Details  from  Barbara  Connah  on 
021-414  1381. 

Frost  &  Sullivan.  "Professional  pricing 
—  price  strategies  for  the  European 
single  market",  London.  September 
23-24.  Details  from  Patricia  Leach  on 
071-7303438. 

International  Society  for 
Pharmaceutical  Engineering.  Third 
international  congress.  University 
College,  Dublin.  September  24-26. 

Details  from  CIE  Tours  International  on 
353-1-746482. 

The  Society  for  Drug  Research. 

"Osteoarthritis",  symposium  at  The 
School  of  Pharmacy,  Brunswick  Square, 
London,  September  26.  Details  from 
Barbara  Cavilla  on  071-581  8333. 

Leipzig  International  Trade  Fair. 

Trade  fair  for  hair  and  beauty  products 
with  emphasis  on  East  European 
markets,  Leipzig,  August 
31 -September  3.  Details  from  Mike 
Dillon  on  0375  391122. 
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Classified 


AGENTS 


AGENTS  REQUIRED 

Leading  chemist  sundries  and  fancy  goods 
distributor  and  importer  now  wish  to  expand 
its  sales  force  in  the  South  and  South-East  of 
England. 

We  are  particularly  interested  in  agents  with 
established  contacts  in  the  retail  chemist 
trade  in  these  areas.  Own  car  essential. 

TEL:  081-877  1140 
FOR  APPOINTMENT 


AGENTS  REQUIRED 

This  is  a  first  class  opportunity  to  promote  a 
unique  range  of  gift  products  to  retail 
chemists  /  department  stores. 

Top  commission  (paid  promptly). 
Experienced  persons  with  previous  sales 
records  and  good  contacts  apply  to:— 

CALIFORNIA  CREATIONS 
64  HIGH  STREET, 
SAWSTON,  CAMBRIDGE  CB2  4BG 
TEL:  0223  833411 


BUSINESS  OPPORTUNITIES 


NOTICE  TO  PHARMACEUTICAL 
INDUSTRIES 

Products  obtained  for  clinical  trials  below 
normal  prices.  Confidentiality  maintained. 

Why  not  try  us? 

BOX  C&D3396 


PRODUCTS&SERVICES 


HAS  RETAIL  PHARMACY  A 
WORTHWHILE  FUTURE? 

For  a  non-establishment  view  of  Pharmacy,  with  facts, 

options,  opinions,  philosophy,  read  "Pharmacy: 
freedom  or  slavery?"  by  C&D  contributor  Eric  A.  Jensen 
B.Com.,  M.R.Pharm.S.  An  unusual,  provocative,  sixty- 
four  page  read.  For  your  copy,  please  send  £4.95, 
includes  UK  postage,  to 
Eric  Jensen,  6  Attree  Drive,  Brighton  BN2  2HN. 
Tel:  0273  605293 


LABELLING  SYSTEMS 


Suppliers  of  over  4500  systems 
to  the  Profession  since  l<7?l! 


Send  tor  your  FREE  videotape  on  our  I 
EPOS  or  PMR  systems  today! 


[  Every  JRC  system  carries  a  2-month  I 
money-back  Guarantee'  I 


other  system  comes  remotely  near! 

PH/KIRMACY 


SYSTEMS 


-REEPOST .  PRESTON  F»FI5  6BR       Tol  (0//2)  323763 


SEE  THE  NEW 

PARK  PMR 


I 


Tfie  system  with  more 
features  than  any  other 

PARK  SYSTEMS  LTD  6  VULCAN  STREET  LIVERPOOL  L3  7BG  ■  TEL:  051-298  2233 


^  Simply  the  best  Jjj^ 
1  for  ten  years  fsr 


SHOPFITTINGS 


lEXDkUM 

LSTOREFITTERS— 


0626  ■  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 

KING  CHARLES  BUSINESS  PARK,  OLD  NEWTON  ROAD, 
HEATHFIELD,  DEVON,  TQ1 2  6UT 


GIBBS  , 

SHOPFITTERS  (UK) 

35  YEARS  SERVING 
THE  PHARMACEUTICAL  INDUSTRY 
'Pan  /4U  Ipucn  "Retail  VUedt 
(091)417  2570 
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Businesslink 


A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


PHARMACIST  MANAGERS 

LEICESTER  -  Gordon  Davis  Chem- 
ists. Due  to  a  programme  of  con- 
tinued expansion  we  require  an 
experienced  manager  for  a  busy, 
modern  pharmacy.  We  offer:  excell- 
ent salary  package,  pension 
scheme,  bonus  scheme,  minimum 
paperwork,  good  supporting  staff, 
four  weeks  holiday  -  increasing. 
Please  telephone  Mr  D.  Shah,  0533 
769500  day,  or  0533  734312  even- 
ings and  weekends. 

BIRMINGHAM,  MARSTON  GREEN 
-  Manager  required  for  easily  run 
community  pharmacy  in  pleasant 
suburb.  No  paperwork.  Four  weeks 
holiday.  Saturday  afternoons  free. 
No  rota.  Recently  registered  and 
hospital  pharmacists  considered. 
Telephone  RS.  Magson,  0203 
313352  business  or  0676  22960 
home. 

CHELTENHAM  Part  time  pharmacy 
manager  required.  Modern  com- 
puterised pharmacy.  Competitive 
salary.  Four  weeks  holiday.  Hours 
to  be  arranged.  Pension  scheme. 
Private  health  care.  RPSGB  fees 
paid.  Accommodation  available  if 
required.  For  further  information 
please  telephone  Mr  &  Mrs  Badham 
on  Cheltenham  (0242)  224909  day 
time  or  Cheltenham  (0242)  516779 
or  Cheltenham  (0242)  820400 
evenings. 

WIGAN  -  Enthusiastic  pharmacist/ 
manager  required  for  mainly  dis- 
pensing business.  Minimum  paper- 
work. Easy  hours.  No  late  nights. 
Forty  hour  week.  Excellent  sup- 
porting staff.  Telephone  Mr 
Williams  on  061-624  5147  (day- 
time) or  0257  463926  (evenings  and 
weekends). 

LONDON  N17  -  Pharmacist  man- 
ager required  for  easily  run  phar- 
macy. Five  or  six  days  a  week. 
Excellent  supporting  staff.  No 
paperwork.  Salarv  by  negotiation. 
PAYE  only.  Telephone  081-808 
1974  (dav). 

PETERBOROUGH  -  Pharmacist/ 
manager  required  for  small,  recen- 
tly opened  &  very  friendly  phar- 
macy. Excellent  working  environ- 
ment. Newly  registered 'hospital 
long  term  locum  welcome  to  applv. 
Please  ring  (0733)  390655  between 
9am  -  7pm. 

WEST  MIDLANDS  -  Community 
pharmacist  required  for  busy  ethi- 
cal pharmacy.  Would  suit  newly 
registered.  Excellent  salary'  pack- 
age to  include  profit  earning  bonus. 
Contact  Mr  T.  Walker  on  0527 
76583. 


 LOCUMS  

TAMWORTH,    STAFFS   AREA  - 

Locum  required  to  cover  summer 
holidav  leave.  Telephone  0827 
280647  daytime  or  0827  285902 
evenings  and  ask  for  Sharon  O'Neill. 
SOUTHAMPTON  -  Locum  pharm- 
acist required  to  work  either  or  all 


of  the  following  1.  Every  Friday 
1-4.30.2.  Every  Saturday  9-5. 
3.  Every  other  Saturday  9-5.  Good 
supporting  staff.  Please  contact  Mr 
Godfrey  on  081-743  4896. 
EVENINGS  -  BRIGHTON  -  Late 
night  pharmacy  has  a  vacancy  for 
pharmacist  locum  to  work  one 
evening  per  week  (6-10pm).  Con- 
tact Mr  Sprey  on  Brighton  0273 
25020. 

DERBYS,  NOTTS,  STAFFS,  SOUTH 
YORKS  &  LEICS  -  Widely  exper- 
ienced, reliable,  honest  &  low-cost 
locum  now  taking  bookings  from 
Oct  '91  -  Mar  '92.  Tel:  0785  42689 
day,  0332  772625  after  8.30pm. 

LONG  OR  SHORT  TERM  locum 
required  from  18th  August.  Tel: 
071-274  7599  day  or  081-763  0166 
evenings.  Mr  or  Mrs  Shah. 


PHARMACIST  ASSISTANTS 

LONDON  El  -  Full  time  pharmacist 
required  to  assist  proprietor  in  a 
busy,  modern  and  friendly  comm- 
unity prurmacy.  Excellent  working 
condition;  with  pleasant  staff. 
Early  closing  Saturdays.  No  paper- 
work. Easy  parking.  Contact  Mr 
Bernstein  071-790  3754. 

N12  LONDON  -  Full  time  pharm- 
acist required  to  assist  pharmacist 
manager  in  health  centre  pharmacy. 
Excellent  working  conditions.  No 
Saturdays.  Suit  newly  registered. 
Salary  bv  negotiation.  Telephone 
Angela  Samuels,  081-446  4201. 

SHIREBROOK,  DERBYS  -  Enthus 
iastic  second  pharmacist,  interes- 
ted in  patient  care,  required  to 
assist  owner  in  developing  profess- 
ional aspects  of  business.  Possib- 
ility of  help  with  eventual  purchase. 
Phone  Lloyd  Eagling,  0623  742221. 

SWANAGE,  DORSET  -  Full  or  part 
time  pharmacist  required  to  assist 
proprietor  in  busy,  progressive 
community  pharmacy.  Excellent 
supporting  staff.  No  paperwork.  Tel: 
0929  422115  or  0929  423002. 


PHARMACISTS  (PART-TIME) 

MOLESEY,  SURREY  -  Pharmacist 
required  Saturdays.  Easy  dispens- 
ing, suit  newly  registered.  Occas- 
ional or  permanent  basis.  Tel: 
Richard  Woodroffe  on  081-979 
0241  or  0932  564000. 

PHARMACIST  required  for  2  hours 
per  day,  Monday-Friday.  Would  suit 
retired  person  or  mother  returning 
to  work.  Telephone  0354  51856. 

WEEKEND  PHARMACIST  required 
for  busv  but  interesting  West  End 
pharmacy.  Tel:  071-723  2336  (9am 
to  8.30pm). 


DISPENSING  ASSISTANTS 

LONDON  NW10  -  Full  time  dispens- 
ing assistant  required  from  August 
for  small  pharmacy.  Good  support- 
ing staff  and  excellent  salary. 
Please  phone  081-965  6969  (Mr 
CM.  Patell. 


SITUATIONS  WANTED 

THINKING  OF  A  WINTER  HOLI- 
DAY? -  Locum  pharmacist  has 
vacant  dates  October  1  onwards, 
preferably  West  or  South  Yorks. 
Please  contact  Philip  Crabtree. 
Telephone  0484  544786. 

NOTTS,  DERBYSHIRE,  SOUTH 
YORKSHIRE  -  Bookings  now 
being  taken  November  1991  -  March 
1992.  Telephone  0623  640439. 

SALFORD  OR  GREATER  MAN- 
CHESTER -  Up  to  15  miles  radius. 
Experienced  community  pharma- 
cist seeks  regular  days  from 
January  1992.  Tel:  061-205  1678 
(daytime)  or  061-707  2404  (after 
7.30pm). 

PRE-REGISTRATION  STUDENT 

seeks  retail  pharmacy  to  complete 
12  months  period  of  training, 
preferably  starting  between  Octo- 
ber and  December.  Tel:  071-720 
2188  extn.  3773. 

PHARMACIST  seeks  regular  locum 
from  September  2nd  1991.  Will 
travel  to  Essex,  east,  central  and 
south  east  London  areas.  Tel:  071- 
473  1286  after  8pm. 

LEEDS  AND  30  MILE  RADIUS  - 
Reliable,  experienced  locum  seeks 
one  or  two  days  per  week  on  a 
regular  basis.  Tel:  0532  698416  after 
8pm. 

LONDON  OR  NEAR  LONDON  - 

Experienced  pharmacist  seeks 
regular  Saturdays.  Tel:  081-771 
3300. 


BUSINESSES  FOR  SALE 

HORNCHURCH  -  Pharmacy  with 
accommodation.  Rent  £4,000  yearly. 
Turnover  £150,000  yearly.  Scripts 
£1,200  monthly.  Prosperous  area. 
Eight  years  lease.  Stock  £19,000 
reduceable.  Price  £39.950.  No  offers. 
Telephone  04024  42292  (day),  081- 
590  5477  (eves). 


FOR  SALE 

WEINRACH  HW80  air  rifle.  .22, 
quality  scope,  single  piece  mount, 
leather  sling.  Excellent  condition. 
£130.  Tel:  Guildford  (0483)  571643. 

FOR  SALE  due  to  duplicate  order. 
286  computer,  40MB  harddisk.  VGA 
colour  monitor.  £799.  Amstrad 
FX9600AT  fax/answerphone.  £385. 
Both  new  with  one  year  onsite 
warranty.  Telephone  081-688  2777. 

KIRBY  LESTER  KL7  tablet  counter. 
Good  condition.  £150.  Tel:  South- 
end (0702)  544104. 

52  PAIRS  SCHOLL  SANDALS  £288 
+  VAT.  Assorted  glass  shelves. 
"Pharmacy  Only"  counter  top  unit 
£50.  Olney  Interplan  80  counters, 
shelves,  showcases.  Sliding  tablet 
unit  £50.  Tel:  081-203  2536. 

GRANADA  GL  AUTOMATIC  -  Nov 
'88.  Burgundy.  24,000  miles.  One 
owner.  Excellent  condition,  ABS, 
central  locking,  sun  roof,  electric- 
windows,  radio  cassette.  £7,000. 
Tel:  081-301  2621  (day),  081-850 
6677  (evenings). 


FOR  YOUR  LAST  MINUTE  ADS, 
PHONE  UP  TO  9AM  WEDNESDAY 

(Publication  will  depend  upon  space  availability) 

Please  mention  "C&D  Business  Link" 
when  responding  to  advertisements  on  this  page. 

Free  once-only  entries  in  "Business  Link"  (maximum  30  words) 
are  restricted  to  community  pharmacy  subscribers  of  Chemist  & 
Druggist.  No  box  numbers  or  trade  advertisements  will  be  permit- 
ted. Acceptance  is  at  the  discretion  of  the  publishers  and  depends 
upon  space  being  available.  Send  your  proposed  wording  to 
"Business  Link",  Chemist  &  Druggist,  Benn  House,  Sovereign 
Way,  Tonbridge,  Kent  TN9  1RW.  Include  your  name,  the  full 
name  and  address  of  your  pharmacy,  or  your  personal  registration 
number,  and  a  day-time  telephone  number.  Alternatively,  leave 
the  details  on  our  special  answering  service. 

PHONE  24  HOURS  ON  0732  359725 
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About  people 


Joyce  Kearney 
retires 


After  almost  30  years  of  service  with 
APS,  Joyce  E.  Kearney  has  decided 
to  take  early  retirement  from  her 
post  of  public  relations  manager. 

Commenting  on  her  decision, 
Steve  Stocks,  managing  director  of 
APS,  says:  "The  contribution  which 
Joyce  has  made  to  APS  is  beyond 
calculation.  She  has  demonstrated 
her  considerable  talents  both  in 
direct  selling  (at  one  point  she 
personally  sold  over  half  of  APS's 


turnover!)  and,  in  recent  years  in  a 
PR  role  where  she  has  excelled." 

Joyce  is  to  continue  to  act  for 
APS  in  this  role,  as  a  consultant, 
covering  major  events  such  as 
Chemex  and  the  British 
Pharmaceutical  Conference. 

Next  month  APS  are  holding  a 
dinner  in  Joyce's  honour  to  which 
representatives  from  her  wide  circle 
of  friends,  colleagues  and 
acquaintances  will  be  invited. 


Pharmacist  Mike  Jones,  of  George  Pharmacy,  Portslade,  Sussex,  is 
presented  with  a  Polaroid  403  passport  camera  by  Bob  Eade,  area  sales 
manager,  Swains  photographic  wholesalers.  All  pharmacists  who  visited 
Swain's  stand  at  the  National  Pharmaceutical  Association  Exhibition  were 
entered  into  a  lucky  draw  to  win  the  camera,  worth  over  £600 


Deaths 


David  Howard  Aylott  passed  away 
after  a  short  illness  on  August  1. 

David,  with  his  brother  Eric, 
started  his  career  in  the  beauty 
industry  as  a  make-up  artist.  David 
worked  on  many  well-known  films  in 
his  early  career  including 
"Cleopatra"  with  Elizabeth  Taylor 
and  Richard  Burton  as  well  as 
"Look  Back  in  Anger"  and 
"Anastasia".  During  their  early  film 
career,  David  and  Eric  Aylott 
pioneered  false  eyelashes  and  false 
nails,  subsequently  making  them 
available  for  the  retail  trade 


worldwide  in  1947  from  "The 
Shack"  in  Welwyn  Garden  City. 

The  Aylott  brothers  created  the 
Eylure  Group  of  companies,  and,  as 
well  as  handling  their  own  brands, 
they  distributed  other  leading 
brands  including  Tabac  Original, 
Azzaro,  Elancyl,  Klorane  and 
Bonne  Bell.  In  1989,  the  Aylott 
brothers  sold  the  Eylure  Group  to 
Nobel  Industries.  The  group 
subsequently  became  known  as 
Eylure  Nobel. 

David  leaves  a  widow,  Zena,  a 
daughter,  Susan  and  a  son,  Stuart. 


John  Ibbotson  was  a  winner  in  a  Mu-Cron  and  Otrivine  "display  and  win" 
competition  from  Ciba  Consumer  Pharmaceuticals.  Mr  Ibbotson,  owner  of 
Ibbotsons  in  Castleford,  Yorkshire  is  shown  here  receiving  his  first  prize  of 
a  Toshiba  compact  disc  midi  system  from  Jim  Flynn,  regional  sales 
manager  and  Geoff  Coe,  territory  manager  from  Ciba 


Joe  O'Rourke  from  Merrell  Dow  presents  Beverley  Woodall,  of  Milnes  & 
Lister  pharmacy,  Scarborough,  with  a  framed  certificate  and  £20  gift 
voucher,  her  prize  as  winner  of  the  April  Merrell  Dow  Award  for  the  best 
coursework  on  the  NPA  staff  training  course.  Ian  Woolley  (centre), 
pharmacist  from  Milnes  &  Lister  and  NPA  area  public  relations  officer 
presents  Beverley  with  the  NPA  course  certificate 


APPOINTMENTS 


Braun  (UK)  Ltd  have  appointed  two 
new  assistant  product  managers. 
Christian  Hansson  (household) 
and  David  Mc  Knight  (shavers). 
Sue  Price  has  been  appointed  sales 
promotion  assistant. 

Evans  Medical  have  appointed 
John  Ferguson  as  managing 
director.  He  was  previously 
marketing  director  of  Knoll  Ltd,  the 
pharmaceutical  subsidiary  of  BASF. 

Nigel  Beverley,  chief  executive  of 
Southend  Health  Care  NHS  Trust, 
has  been  appointed  the  new  head  of 
the  NHS  Trust  Unit  at  the 
Department  of  Health  on  a  two  year 
secondment.  The  appointment  will 
take  effect  from  October. 

Spectrum  Marketing  have 
appointed  John  Davies  as  a 

manager  for  the  recently  formed 
Consumer  Division.  He  will  work  on 
bodysprays  and  branded  perfumes. 


Postscript 

In  these  days  of  technology  have 
you  ever  stood  still  and  thought  that 
you  would  be  lost  if  something 
happened  to  your  computer?  A  GP 
practice  in  Newquay,  Cornwall 
suffered  just  such  an 
"administrative  nightmare"  when 
their  practice  computer  was  stolen 
by  burglars. 

According  to  a  report  in  GP 
(August  2),  the  CPs  heard  "on  the 
grapevine"  that  the  stolen 
computer,  which  had  become  "too 
hot  to  dispose  of,  was  going  to  be 
thrown  over  a  cliff.  Horrified  at  the 
prospect,  the  doctors,  through  a 
third  party,  offered  the  thieves  a 
£200  reward,  and  the  computer  was 
returned  safely  to  the  surgery. 

Life  without  the  computer, 
which  contained  four  years  worth  of 
day-to-day  information,  was  simply 
"unbearable",  said  the  article. 
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not  wish  to  receive  sales  information  from  other  companies,  please  write  to  Kraser  Murdoch  at  Benn  Publications  Ltd. 
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The  best  news  since  sliced  bread.. 


fit«mcia 

■■SMS!** 


At  last  gluten-free  and  low-protein  breads  that  are 
nearer  to  regular  bread  in  taste  and  texture -new 
Glutafin  and  Loprofin  from  Nutricia  Dietary  Products. 

Developed  using  the  latest  ingredient  technology,  these 
loaves  are  light  and  tasty,  with  an  attractive  colour. 
Best  of  all,  unlike  other  dietary  breads,  Glutafin  and 
Loprofin  loaves  have  a  texture  that  does  not  crumble— 
great  for  sandwiches! 

There  are  three  new  varieties -Glutafin  Gluten-Free 
Loaf,  Glutafin  Gluten-Free  Fibre  Loaf  and  Loprofin  Low- 
Protein  Loaf- all  sliced  or  unsliced  loaves  with  a  long 
shelf  life 


. . .  sliced  bread! 


Baking  made  easy 

For  home  baking,  there  are  three  new  gluten-free  and 
low-protein  Mixes.  These  all-purpose  flour  replacements 
give  enhanced  flavour  and  texture  to  a  whole  range  of 
home-made  foods -cakes,  breads  and  pastries  and 
much  more 

The  new  breads  now  available  are: 

•  Glutafin  Gluten-Free  Loaf 

•  Glutafin  Gluten-Free  Fibre  Loaf 
Loprofin  Low-Protein  Loaf 

The  new  mixes  now  available  are: 

•  Glutafin  Gluten-Free  Mix 

•  Glutafin  Gluten-Free  Fibre  Mix 
Loprofin  Low-Protein  Mix 

All  the  new  products  may  be  supplied  on  prescription 
when  gluten-free  or  low-protein  breads  and  mixes  are 


requested. 


Look  out  for  more  new  and 
exciting  Glutafin  and 
Loprofin  products 
coming  shortly. 


UUTRICIfi. 

DIETARY  PRODUCTS  LTD. 

Leaders  in  scientific  nutrition 


Nutricia  Dietary  Products  Ltd.,  494-496  Honeypot  Lane,  Stanmore,  Middlesex  HA7  1JH.  Telephone  081-951  5155. 
Prescribability 

Glutafin  breads  and  mixes:  On  EP10  as  per  the  recommendations  made  by  the  Advisory  Committee  on  Borderline  Substances  (A.C.B  S  )  for  gluten-sensitive  enteropathies 
including  steatorrhoea  due  to  gluten  sensitivity,  coeliac  disease  and  dermatitis  herpetiformis. 

Loprofin  bread  and  mix:  On  HP10  as  per  the  recommendations  made  by  the  Advisory  Committee  on  Borderline  Substances  (AC  B.S  )  for  phenylketonuria,  similar  amino 
acid  abnormalities,  renal  failure,  liver  failure,  liver  cirrhosis,  gluten-sensitive  enteropathies  including  steatorrhoea  due  to  gluten  sensitivity,  coeliac  disease  and  dermatitis 
herpetiformis. 

The  gluten-free  wheat  starch  used  in  these  products  complies  with  the  internationally-agreed  criteria  for  gluten-free  foods  (Codex  Alimentarius). 


Silence 
is  golden. 

Stock  up  on  Bonjela  and  keep  more  doctors  for  effective  pain  relief 

your  young  customers  quiet  and  than  any  other  teething  gel. 
your  till  noisy.  And  because  Bonjela  sells  twice 

As  the  brand  leader  since  1971*  as  fast  as  any  other  teething  gel  it 


Bonjela  is  trusted  by  J[  makes  sense  for  you 

to  recommend  what 

is  recommended  by  wL  4H£J  the  doctor  ordered. 


more  mothers  and 


■  ■  ■  TM 

bonjela 


SUGAR  f  8(1 

AN1ISEPTIC  PAIN  RELIEVING  GEL 
fOR  TEETHING  &  MOUTH  ULCERS 


•Source:  BPI 

®  BONJELA  is  a  registered  trademark 


The  biggest  selling  teething  gel.  ^iot^colman 


